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Food Brokers, Canners See Good 
Year Despite Curbs, Heavy Demands 


Cuicaco, Feb. 22—Despite uncer- | 
tainties created by price controls, | 
possible government requests for | 
set-asides, and other problems) 
brought on by the current mobili- | 
zation program, the nation’s can-| 
ners and food brokers are optimis- 
tic about the immediate future of | 
the food industry. 

This was the consensus expressed 
by members of the National Food | 
Brokers Assn. and the National! 
Canners Assn., meeting here we 
currently this "week. 

The optimistic note struck by 
speakers and members at the busi- | 
ness sessions was buttressed by an- 
nouncements of extensive advertis- 
ing and sales promotion programs 
by many food manufacturers. 


e At a special war mobilization | 
conference held by the canners 
group, S. R. Smith, director of the 
fruit and vegetable branch, pro- 
duction and marketing administra- 
tion of the U.S. Department of 
Agriculture, outlined the role can- 
ners are expected to play in econ- 
omic utilization of the nation’s 
food producing facilities. 

The immediate problem in the 
field of canned fruits and fruit 
juices, he said, “is to provide from 
the 1951 pack military require- 
ments of nearly 10,000,000 cases of 
canned fruits and more than 5,- 
000,000 cases of canned fruit juices, 
and at the same time provide an or- 
derly flow of the same commodi- 
ties into commercial civilian chan- 
nels.” 

Mr. Smith emphasized the need 
for maintaining quality standards 
“Consumers may accept inferior 
quality during an emergency, but 
they will remember it, and not 
kindly, when the emergency is 
past,” he said. “Every man in uni- 
form is a potential future civilian 
consumer ...I can’t advise you too 
strongly to preserve the integrity 
of your products, to maintain the 
good consumer relationships you 
have built up over the years. Bad 
habits are hard to break.” 


e Mr. Smith was optimistic re- 
garding the over-all supply posi- 
(Continued on Page 62) 
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‘or home use! 


NEW SALAD Oll—This full-page, four- 
color ad is typical of those used by Kraft 
Foods in local newspaper schedules for 
the introduction of its new superfined 
salad oil (see story on Page 17). 


Wise Is Named 
New President 
of Macfadden 


New York, Feb. 23—Macfadden 
Publications will announce next 
Monday that Harold A. Wise will 
be its new president, succeeding O. 
J. Elder. 

This announce- 
ment, confirming 
the exclusive re- 
port of ADVERTis- 
ING AGE of Mr. 


Wise’s_ selection 
(AA, Feb. 12), 
follows acquisi- 


tion of working 
stock control of 
the company by a 
group headed by 
I. S. Manheimer 
(AA, Feb. 5). 
The news came to Macfadden 
employes (most of whom knew 
that Mr. Wise was ensconsced in a 
suite in the Barclay and in constant 
consultation with company execu- 
tives) in a memo from Mr. Elder. 
“You will all be glad to know 
that Mr. Harold A. Wise has been 
selected to succeed me when my 
resignation as president of the 
company becomes effective, which 
will be on April 25, 1951,” Mr. 


Harold Wise 


| Elder wrote. 
47 


s “He [Mr. Wise] is responsible to 


| no small extent for the growth of 
the company during that period) 
[32 years with Macfadden, primar-| 


| His knowledge of the operations of | 


_No-To-Bac Returns for Test Campaign 


our company, accumulated during | 


his many years of service, should 
be a great asset in the company’s 
future. 


| kic’ 


Billings of 217 Agencies 


In next week’s issue ApverTISING Ace will present its seventh 
annual compilation and estimate of advertising agency billings. 
This exclusive compilation—the only existing source for adver- 
tising agency billings—will include estimates for every agency 
billing $5,000,000 or more during 1950, plus more than 100 small- 
er agencies that voluntarily supplied their billings figures. 

Also included in the issue will be a host of material on adver- 
tiser-agency relationships, case histories on how specific adver- 
tisers picked their agencies, etc. 


Norman LeVally Resigns All Ad Accounts; 
Agency to Be Liquidated by Middle of May 


Cuicaco, Feb. 23—On Monday, 
Feb. 19, when the 60 employes of 
LeVally Inc. arrived for work, they 
were notified that Norman W. Le- 
Vally, head of the agency, had re- 
signed all of the agency’s accounts. 

On the same morning, ADVERTIS- 
tNG AGE received a_ personally 
signed release from Mr. LeVally 
which read: 

“Norman W. LeVally to tempor- 
arily retire from the advertising 
business. 

“Due to ill health, Norman W. 
LeVally has resigned from all ad- 
vertising accounts and intends to 
liquidate the entire $4,500,000 busi- 
ness by the end of May. 


s “Accounts that he has resigned 
include: 

“Marathon Corp., Menasha, Wis.; 
Household Finance Corp., Chicago; 
Hamilton Mfg. Co., Two Rivers, 
Wis.; Deepfreeze Appliance divi- 
sion, Motor Products Corp., North 
Chicago, Ill; Kitchen Art Foods, 
Chicago; Frank Fehr Brewing Co., 
Louisville. 

“Also, Scott Radio Laboratories, 
Chicago; John Meck Industries, 
Plymouth, Ind.; Virginia Parks 
Inc., Chicago; Snappy Cheese Co., 
Denmark, Wis.; Chicago Electric 
Mfg. Co., Chicago, and American 
Family Magazine, Chicago. 

“Mr. LeVally state? that, after 

(Continued on Page 4) 


Pulp, Paper Men 
Are Optimistic 
About Future 


New York, Feb. 21—Repre- 
sentatives of the pulp and paper 
industry attending the 74th annual 
convention of the American Paper 
& Pulp Assn. here this week 
voiced confidence in the ability 
of the industry to meet defense 
and civilian needs for the remain- 
der of this year. 

While some industry members 
are still apprehensive of drastic 
controls, and all are facing new 
production and distribution prob- 
lems because of the national emer- 
gency, most of those attending the 


convention expressed themselves | 


optimistically about the immediate | 
future. 
W. E. Tinker, executive secre- 


| tary of APPA, noted the basic con- 


fidence of the industry. He de- 
clared, “It is fully prepared to 
meet its obligations on its own in- 
itiative without stimulus in the 
form of government financing.” 
The pulp industry has expanded 
(Continued on Page 8) 


Last Minute News Flashes 


Elgin Watch Goes to Young & Rubicam 


Etc1n, ILt., Feb. 23—Elgin National Watch Co. has named the Chi- 
cago office of Young & Rubicam to handle advertising on Elgin watches 
and the products of its newly-acquired subsidiary, Wadsworth Watch 
Case Co., Dayton, Ky. J. Walter Thompson Co., Chicago, formerly han- 


dled the Elgin account. 


Sandberg. Pepsodent's Ad Director, Resigns 


New York, Feb. 23—John V. Sandberg, vice-president in charge of 
advertising for the Pepsodent division of Lever Bros. Co., has re- 
signed, effective March 31. No successor has been chosen, AA was told, 
and Mr. Sandberg refused to discuss his plans at this time. 


Rhodes Pharmacal Plans Stepped-up Imdrin Push 


Cuicaco, Feb. 23—On the heels of its victory over the Federal Trade 
Commission here (see Page 2), Rhodes Pharmacal announced an im- 
pressive increase in advertising expenditures for Imdrin. The new 
drive begins Feb. 25 in newspapers in about 150 markets. O'Neill, Lar- 
ily as an advertising executive].| son & McMahon is the agency. 


New York, Feb. 23—No-To-Bac Co., which helped people stop 
smoking in the 1890s, will be back on the market March 1, When it 


ks off a 35-line test campaign for No-To-Bac in some 30 publica- 


“To many of you he is a close | tions, in the agriculture, religious, sports and general fields. Copy, 


not been with the company long. 
(Continued on Page 50) 


ae 12 friend. To those of you who have | placed by G. Lynn Sumner Co. here, will explain “how to stop smoking 
.| in seven days.” 


(Additional News Flashes on Page 63) 


P&G 1950 Budget 
Hit $27,023,122, 
Led All Others 


LNA Annual Report of 
100 Leaders Reveals 
Various Media Leaders 


Cuicaco, Feb. 22—Total adver- 
tising expenditures in five major 
media by the nation’s 100 leading 
advertisers during 1950 as meas- 
ured by Leading National Adver- 
tisers Inc. were released this week 
by Magazine Advertising Bureau. 

Media measured by LNA include 
85 general magazines or groups, six 
farm publications, eight magazine 
sections distributed with newspa- 
pers, four radio networks and four 
television networks. (Figures for 
newspapers will not be available 
for several months.) 

A list of the 100 top advertisers, 
with a breakdown of expenditures 
for each of the five media, will be 
found on Page 59. Another list of 
last year’s top spenders, showing 
comparable figures for 1949, 1948 
and 1947, is on the same page. 


e Procter & Gamble continued to 
lead all other advertisers by a wide 
margin, racking up a total space 
and time tab of $27,023,122, some 
$8,600,000 more than the second- 
biggest advertiser, General Foods 
Corp., whose expenditure was $18,- 
418,478. 

P&G's 1950 total topped its 1949 
total of $25,097,018 by almost $2,- 
000,000. Once again, more than 
two-thirds of P&G’s expenditure 
was in network radio, for which it 
allocated $18,357,909. 

General Motors Corp., second in 
1949, dropped to third, behind Gen- 
eral Foods, with $16,878,218, about 
$1,000,000 more than the previous 
year’s total. Once again, GM 
topped all advertisers in general 
magazine advertising, spending 


| $11,700,755 in that medium alone. 


The company also led in farm 
paper ad expenditures with $1,- 
711,447. 

Lever Bros. retained fourth posi- 
tion with an expenditure of $13,- 
464,077, while General Mills traded 
places with Colgate-Palmolive- 
Peet Co., moving from sixth to 
fifth and spending $12,679,385. Col- 
gate’s expenditure last year totaled 
$12,026,080, and the company 
continued to lead all other adver- 


tisers in magazine section space 
| expenditures with $3,624,814. 


| 

|@ Ford Motor Co., 14th on the list 
| for total expenditures, led all other 
advertisers in the amount spent 
for network television with $2,037,- 
057 (figures do not include talent 
costs). Last year’s leader, Radio 
Corp. of America with $900,405, 
spent $912,152 in 1950, but that 
was only enough to warrant llth 
~place as nine advertisers (includ- 
ing Ford) spent more than $1,000,- 
000 for TV time. 

Anchor Hocking Glass Corp., 
though not listed in the top 100 
advertisers, was the eighth largest 
| (Continued on Page 59) 
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Freedoms Foundation’s 800 Awards 
Include 16 to National Advertisers 


VALLEY Force, Pa., Feb. 22— 
Freedoms Foundation announced 
here today the names of 16 nation- 
al advertisers among the names of 
more than 800 individuals and or- 
ganizations to receive its awards 
for outstanding contributions to 
freedom in 1950. 

First place for national advertis- 
ing campaigns went to John Han- 
cock Mutual Life Insurance Co., 
Boston. 

Second-place awards went to 
four recipients: Fireman's Fund 
Insurance Co., San Francisco; In- 
ternational Nickel Co., New York; 
Norfolk & Western Railway, Roa- 
noke; Union Oil Co. of California, 
Los Angeles. 

Third-place awards were dis- 
tributed to American Oil Co., 
Baltimore; Warner & Swasey Co., 
Cleveland; Ford Motor Co., Dear- 


| born; General Mills, Minneapolis; 
and Electric Light & Power Com- 
panies’ Advertising Committee, 
New York. 


s Six organizations received 
fourth-place honors in national 
advertising: Standard Oil Co. 
(Indiana), Chicago; Socony-Vacu- 
um Oil Co., New York; N. W. Ayer 
& Son, Philadelphia; Esso Stand- 
ard Oil Co., New York; Oil Indus- 
try Information Committee, New 
York; and J. I. Case Co., Racine. 

The first-place honor carries 
with it a cash award of $1,500; sec- 
ond place brings $300 each; third 
place, $200 each; and fourth place, 
$100 each. 


Among first-place general 
awards winners was’ Republic 
Steel Corp., Cleveland, “for its 


comprehensive campaign to inform 


both employes and the public gen- 
erally on the economics of Ameri- 
can life, using a wide and well- 
integrated variety of media.” 

The Advertising Council re- 
ceived second-place honors in the 
general awards category for its 
Miracle of America “national edu- 
cational campaign through adver- 
tising and radio on freedom funda- 
mentals.” 


@ Life received a _ second-place 
award in the same category for its 
special issue on the crisis of U. S. 
schools (Oct. 16, 50); so also did 
Bishop Publishing Co., Chicago, for 
its “Freedom Poster” series; and 
General Motors Corp., Detroit, for 
its public information rack pro- 
gram, “Have You Read These?” 
Among winners of honor medals 
in the general category were: Ad- 
vertising Assn. of the West; Assn. 
of National Advertisers; Basic Re- 
fractories Inc.; General Electric 
Co.; Macfadden Publications; 
Transportation Assn. of America; 
American Heritage 


Committee for Economic Devel- 
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“There’s nothing prettier than the way the Des Moines Sunday 
Register covers the lowa market of 2’ million people” 


What's a sunset? Here’s a scene of rare beauty for adver- 


tisers. 
Picture a bustling, bountiful 


market of 22 million people 


with income of a smashing $5 billion per year. Now, add one 
paper coverage of it. The result: lowa and the Des Moines 


Sunday Register. 


There's no easier or better way to sell Lowa. For the Des 
Moines Sunday Register takes you into 500,000 plus homes. 


That's the best part of both 


parts of this double-feature 


market .. . urban, where spending tops San Francisco, and 


farm, that's in a class by itself! 


County coverage in 86 out of 


the 99 counties is 50% to saturation—and not less than 25% 


anywhere else. 


You can see why only 9 other U.S.A. cities have papers as 
large. Milline rate is a pleasing $1.77. 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Osborn, Scolaro, Meeker & Scott —New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley—tos Angeles, San Francisco 


Foundation; | 


Advertising Age, 


February 26, 1951 


Broadcasters Advisory Council, organized 


ADVISERS—Here ore members of the executive committee of the Greater Miami 


to act as adviser to the radio and tele- 


vision department of the University of Miami. Standing (left to right): John |. 


Prosser, manager, WKAT; Harry Camp, 


Lynn Morrow, director of public 


general ger and sales manager, 


WQAM; and S. P. Kettler, manager, WGBS. Seated: George Thorpe, manager, 
WVCG; Prof. Sydney W. Head, chairman, radio & TV department, UofM; and 


WTV4J, rep 


ting Lee Ruwitch, manager. 


opment; American Medical Assn.; 
and Roy Larsen, publisher of Life 


|} and Time. 


Gen. Omar N. Bradley, chair- 
man of the Joint Chiefs of Staff, 
presented the highest awards in 
special Washington’s Birthday 
ceremonies here today. 


s Freedoms Foundation is a non- 
profit, non-political, non-sectarian 
awards foundation chartered in 
1949 for the specific pur»ose of 
making awirds of cash and medals 
annually to‘ Americans who make 
outstanding contributions to a bet- 
ter understanding of freedom by 
the things which they write, do or 
say. Annual awards total $100,000. 

Trustees of the organization in- 
clude Don Belding, chairman of 
Foote, Cone & Belding; Lewis H. 
Brown, chairman of Johns-Man- 
ville Co.; Edward F. Hutton, chair- 
man of E. F. Hutton & Co.; Fred 
Maytag II, president of Maytag 
Co.; and Kenneth D. Wells, execu- 
tive vice-president of Freedoms 
Foundation. 


Court Denies FTC 
Injunction Against 
Imdrin Advertising 


Cuicaco, Feb. 21—District Judge 
Walter J. LaBuy today turned 
down the Federal Trade Commis- 
sion’s request for a temporary in- 
junction restraining Rhodes Phar- 
macal Co. from advertising Imdrin 
as a treatment for arthritis and 
rheumatism (AA, Feb. 5). 

Frank E. Gettleman, counsel for 
Rhodes, hailed the decision as a 
victory for proprietary drug man- 
ufacturers in their fight against 
any limitation of the right of the 
public to indulge in self-medica- 
tion. 

The FTC’s complaint against 
Rhodes was filed in U. S. district 
court here on Jan. 30, 1951, in con- 
nection with commission proceed- 
ings which began on Aug. 17, 1949. 


@ The commission alleged that 
Rhodes Pharmacal, through 
O'Neill, Larson & McMahon, its 
agency, had placed false and mis- 
leading ads implying that Imdrin is 
an adequate, effective and reliable 
treatment for arthritis, rheumatism 
and similar ailments. 

Further, the commission charged 
| that the ads are or may be injuri- 
, ous to the public interest in that 

Imdrin purchasers might delay 
proper treatment because of their 
purchases of Imdrin, and thereby 
suffer permanent and crippling 
| disablement. 


In its request for an injunction, 
FTC sought to restrain Rhodes 
from advertising Imdrin as an ade- 
quate or effective treatment for 
arthritic or rheumatic diseases, or 
that it is a cure for or will arrest 
progress of the diseases, or that it 
is a “remarkable, amazing or sen- 
sational new discovery of scientific 
research.” 


@ Rhodes Pharmacal denied that 
the public interest was directly or 
imminently involved and con- 
tended that no instance of physical 
harm to a purchaser had been cited 
by the FTC. Moreover, Rhodes at- 
torneys declared that Imdrin had 
never been advertised as a cure, 
but rather as a means for obtaining 
relief from aches, pains, etc. 

In his memorandum, Judge La- 
Buy said that since the defendants 
had denied all material allegations 
of the complaint and had submitted 
counter-affidavits to support their 
answer, legal precedent proscribed 
an injunction. 

“Since the plaintiff [the FTC] 
has failed to maintain its burden, 
the court will decline to issue an 
injunction,” Judge LaBuy ruled. 
“Therefore, the motion for pre- 
liminary injunction is denied and 
the suit is dismissed.” 

Attorneys for Rhodes contended 
that an injunction would have es- 
tablished a precedent and opened 
the way toward progressive re- 
straint of all proprietary drug ad- 
vertising and, possibly, the event- 
ual elimination of self-medication. 


9 Appoint Bernstein Agency 

Bo Bernstein & Co., Providence, 
R. L, has been named to handle 
the advertising of American Uni- 
versal Insurance Co., Providence; 
Ethan Ames Inc., New York, man- 
ufacturer of boys’ clothing outer- 
wear and sportswear; Pansy 
Weaving Mills, Pawtucket, R. L., 
manufacturer of rayons, nylon 
and synthetic fabrics, and Pre- 
cision Printers Inc., Fall River, 
Mass., textiles. Other accounts ac- 
quired by the agency are: J. Set- 
tino Co., Boston, shoe and tex- 
tile fabrics; Sterling Plastic Corp., 
Providence and Boston, plastic 
products; I. Feldman Co., Provi- 
dence, distributor of major elec- 
tric appliances; Gerber’s, Provi- 
dence, retail jewelry chain, and 
Falk Brothers, Woonsocket, R. L, 
specialty stores. 


Hotpoint Starts ‘Headliner’ 
Hotpoint Inc., Chicago, this 
month distributed the first issue 
of “Headliner,” a monthly news- 
paper for dealers. The new dealer 
organ gives information on com- 
pany activities, products, econo- 
mic conditions, service, etc. The 


newspaper will be mailed to the 
company’s 13,000 retailers. 
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Swapped, traded and 
bartered! . . . among 
their enthusiasts 
Comics Magazines are 
virtually legal 

tender, get read and 
passed along until 
virtually worn out. 
Thus, Comics Magazine 
advertising is hard 

at work around the 
calendar 365 days of 
the year, with a 
longer life than 

any other newsstand 
publication. 


ational 
Comics 


Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 
CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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LeVally Resigns 
Accounts; Gives 
90 Days’ Notice 


(Continued from Page 1) 
an indeterminate rest, his plans 
for the future were indefinite.” 
Except for Household Finance, 


| the announcement on Monday was 
|the first official word that the 
| agency had resigned any of its ac- 
counts. 


@ Late in January (AA, Jan. 22) 
Mr. LeVally announced that the 
agency had resigned the House- 
hold Finance Corp. account. House- 
hold Finance had placed its ad- 
vertising through LeVally Inc. 
since the agency was formed in 
July, 1947 (Shaw-LeVally Inc. 


had directed Household's adver- | 


tising prior to that time). 


James G. Cominos, vice-presi-| 
dent and general manager of Le-| 


Vally Inc., and Stuart H. Rae, vice- 
| president in charge of art, resigned 
| from the agency at the same time 

that LeVally and Household parted 

company. 
Since January, Chicago agency 


circles have buzzed with the usual | 


assortment of rumors that accom- 
pany a resignation, plus a num- 
| ber of others. 

And this week, agency new busi- 
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ness men were unusually active. 


The notices were delivered Feb. 


| 20, and said that while employ- 


s Most persistent of the rumors, 
and probably one with the least 
foundation in fact, referred to the 
agency’s financial condition. Le-| 
Vally has about 60 employes. 
When the decision to liquidate was 
made, personnel requirements also 
were re-assessed. Since a fair por- 
tion of the work required on the 
various accounts through May 17) 
already had been done, a number | 
of employes were given notice. 


on Growing Circulation 


... After 60 Years 


_ 
ae es 


Here *s the Audit Record 


1920 . . . 36,000 


1930... 63,000 1940...80,106 1948...164,846 


1890... 15,000 


Cash in 


1900 . . . 22,000 


1910 .. . 27,000 


ment of the individuals in question 
would be terminated March 1, pay 
would be continued until March 15. 

The agency plans to maintain an 
organization to adequately service 
accounts through May 17, although 
there is good reason to believe that 
many of the clients plan to appoint 
new agencies long before that date. 


@ ADVERTISING Ace checked with 
most of the LeVally clients regard- 
ing their plans. In brief, they are: 

Marathon Corp: Plans to review 
its entire ad program before se- 
lecting a new agency. Meanwhile, 


| LeVally will continue to service 


the account. 

Household Finance Corp.: No 
decision on a new agency has been 
made. 

John Meck Industries and Scott 
Radio Laboratories: Are in no 
hurry to appoint a new agency and 
plan to await developments. 

Deepfreeze: Being approached 
by a number of agencies but has 
reached no decision and will con- 
tinue its ad schedule with LeVally 
for the present. 


s Kitchen Art Foods Co.: Plans to 
continue placing ads through Le- 
Vally. 

Virginia Parks Inc.: Has no im- 
mediate plans for naming a new 
agency and probably will continue 
with LeVally. 

Chicago Electric Mfg. Co.: Has 
not appointed nor seriously con- 
sidered appointing a new agency 
and probably will continue with 
LeVally till May. (Because of the 
war situation, the account is not 
too active at present.) 

American Family Magazine: Is 
not active at this time, has no plans 
for a new agency and is not look- 
ing. 


e Few of the companies mentioned 
can be considered “vest pocket ac- 
counts.” And while the rumor per- 
sists that a nucleus of the agency 
may continue operating, sources 
close to several of the accounts in- 
dicated that such a possibility is 
unlikely. 

Because the decision to resign 
accounts came suddenly (influ- 
enced by a physician’s ultimatum 
to Mr. LeVally to cease all busi- 
ness activity temporarily), princi- 
pals of the agency were under- 
standably reluctant to discuss their 
personal plans. 

Asked about the agency's 90- 
day future, Rhodes V. Newbell, 
vice-president (who was appointed 
acting general manager during the 
liquidation process), replied: “No 
comment.” 


Coffin Joins Dwight Early 
Charles W. Coffin Jr., formerly 


| advertising manager of the Chris- 


tian Advocete, has joined the sales 
staff of Dwight H. Early, Chicago, 
publishers’ representative. 


GROCERY INVENTORY 
in BAYONNE 


and For LODO... 239, (21 ... An All-Time High 


OPAL AL SAMAR es cel ae patie ite ties 
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In order to further establish Bayonne, N. J., 
as Ea New York's No. 1 test market, 
THE BAYONNE TIMES is conducting a series 
of ten-week continuing analytical studies of the 
movement of grocery store products in @ cross 
section amounting to 10 per cent of all Bayonne 
retail outlets. 

Send or call for complete details of current and 
contemplated grocery store surveys. 


THE BAYONNE TIMES 


| “Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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SERVES AND SELLS 
the South and Southwest 


Duc of the many services offered its readers by Farm & Ranch-Southern Agriculturist 


is the furnishing of house plans, designed strictly for Southern living... 


Last year, 68,639 construction plans and booklets were supplied at 
readers’ requests. 11,764 of these were house plans at one dollar each 


—enough to house a city of 50,000! 


This response to a Farm & Ranch-Southern Agriculturist offer isn’t unusual—just as 
subscriber response to advertising in the South’s biggest farm publication is expected 
and received. With $10,000,000,000 more cash on hand than in 1940, the New South 
is ready to buy—and the guide to buying for more than 1,290,000 Southern and 


Southwestern farm and ranch families is Farm & Ranch-Southern Agriculturist. 


NO OTHER PUBLICATION can assure your advertising so warm a wel- 
come in so many Southern and Southwestern farm and ranch homes. 
Farm & Ranch-Southern Agriculturist has the confidence of its readers 


—according to plan! 


Circulation Guarantee 1,290,000 


For more information, write, wire or phone any of the offices listed 


FARM ano RANCH pustisuine co. 


Nashville 10, Tenn. New York 17 Chicago 1 3 2 San Francisco 3 les Angeles 17 

318 Murfreesboro Road 122 E. 42nd St. 333 N. Michigan Ave. 410 Forsyth Bldg. 20271/, Young St. Simpson-Reilly, Ltd. Simpson-Reilly, Ltd. 

Telephone: 42-5511  MUrray Hill 5-6815 Dearborn 2-5182 Lamar 8811 Riverside 1181 1709 W. 8th St. 703 Market St. 
DUnkirk 8-1179 Douglas 2-4994 
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Smith Gets Added Job 


Arthur K. Smith, circulation 
promotion manager of Street & 
Smith Publications, New York, 
has been named assistant news- 
stand manager for all publications, 
in addition to his regular duties. 


Erwin, Wasey Promotes Boyd 

A. C. Boyd Jr., on the creative 
staff of Erwin, Wasey & Co., Los 
Angeles, has been named assistant 
copy chief of the agency. 


When you Remember 
need WM. F. RUPERT 
c il f NATIONAL 
RECENT Bint sts EXCLUSIVELY 
BIRTH for over 55 years 


90 Fifth Ave., New York 11 
OR 5-3523 


LISTS 


Giants and Yankees 
Ball Games Will Be 
Telecast on WPIX 


New York, Feb. 22—WPIX, the 
| Daily News station, will be the 
|channel this year for telecasts of 
home games of two of the city’s 
three big league baseball teams, 
the Giants and the Yankees. 

TV rights to the latter for this 
year are held by WABD, local out- 
let of the DuMont Television Net- 
work. Unable to handle the 14 
nighttime games because of time 
conflicts with its network schedule, 
WABD arranged for this year’s 
coverage on WPIX. Afternoon con- 
tests will be carried on both sta- 
tions; night games on WPIX only. 


Yankee sponsor again this year is 
P. Ballantine & Sons (J. Walter 
Thompson Co.). Its commercials 
will be seen on both stations. 


es Starting in 1952, WPIX has 
signed a contract with the Yankee 
owners for exclusive TV rights 
to their home games for a five- 
year period. No figures were men- 
tioned as to the cost, but the con- 
tract is understood to include an 
escalator clause. 

Some time ago, Liggett & Myers 
signed to repeat as backer of the 
Giants over WPIX in 1951. Cun- 


ningham & Walsh is Chesterfield’s 
| 


agency. 

Next month the station winds up 
a 120-event sports schedule of 
varied events from Madison 
Square Garden. Sharing sponsor 
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Role of PR Units 
in Agencies Told 
by Thelma Beresin 


billings on this series are Standard 
Brands (Compton Advertising 
Agency), Webster cigars (N. W. 
Ayer & Son), and Thom McAn 
shoes (Neff-Rogow). 


Marines Call KWAT Head 


Ross Case, production manager 
of KWAT, Watertown, S. D., has 
been named acting manager of the 
!1,000-watt station as a temporary | 
replacement for Thomas L. Young, 
who has been called to active 
duty with the Marine Corps. 


Foster Appoints Waldo 


C. S. Waldo, formerly with the 
innipeg, Toronto and Montreal 
'offices of Cockfield, Brown & Co. 
Ltd., has been appointed director | 
of merchandising and group -head 
of Harry E. Foster Advertising 
Ltd., Toronto. 


“They spend the most 


i ae all 


is oe a a 


De ea ae 


829% of THE NEW YorKER’s circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent, where most automobiles are bought. 


where the most 1s spent” 


“411 1 can say is I feel sorry for your wife.” 


Copyright, 1950, 
The New Yorker Magazine, Inc. 


PHILADELPHIA, Feb. 20—Public 
relations departments are playing 
increasingly important roles in 
agencies today, Thelma Beresin, 
director of public relations for 
Gray & Rogers, told the meeting of 
the Philadelphia Club of Printing 


| House Craftsmen in the Poor Rich- 


ard Club yesterday. 

Pointing out that public relations 
is not competitive with advertising 
but rather complementary to it, 
she said it is an over-all service 
which every agency should be able 
to provide to its clients. 

“The agency which has no public 
relations service is driving its 
clients elsewhere to find it and 
thereby risks losing them alto- 
gether as advertising accounts,” 
she said. 

A public relations department, 
she added, actually should be con- 
sidered an instrument for provid- 
ing more complete and necessary 
service for clients. 

Miss Beresin was the first wo- 
man to address the club since it 
was founded in 1911. 


Murray Grabhorn 
Resigns ABC Post 


New York, Feb. 22—Murray 
Grabhorn has resigned as vice- 
president in charge of owned and 
operated stations and spot sales 
for American Broadcasting Co. 
With the network for nearly nine 
years, he has not announced his 
future plans. 

Supervision of o-ani-o AM sta- 
tions and AM national spot and 
local sales has been assigned to 
James Connolly, ABC vice-presi- 
dent for radio station relations. 
Otto Brandt, v.p. for TV station 
relations, will oversee the net- 
work’s o-and-o video stations and 
national video spot and local sales. 
This is in line with the company’s 
realignment policy separating cer- 
tain phases of the radio and video 
operations. 


e Meanwhile, three television ex- 
ecutives have been shifted. James 
S. Pollak, formerly of WPIX, New 
York, has been named program 
manager of WJZ-TV, the net- 
work’s owned and operated sta- 
tion in New York. Burke Crotty, 
executive TV producer for ABC, 
has been advanced to assistant na- 
tional director of TV program pro- 
duction. William Phillipson, a 
member of American's legal de- 
partment, has been appointed as- 
sistant director of video program- 
ming and operations to handle ne- 
gotiations and contracts. 

In Chicago, Elliot W. Henry has 
resigned as director of the pub- 
licity department of ABC's cen- 
tral division. He had held the post 
eight years. 


Coffee Concern and a Bank 
Sign for Three Hawt Shows 
Paxton & Gallagher, Omaha, 


Automobile dealers in these areas are particularly partial to NEW YORKER sub- 


scribers, with good reason. Recent investi- 


gation shows that 89% of NEw yorKER sub- 
‘ seribers own cars. Many own more than one. 
They buy new cars. They buy them often. 


They spend the most where the most is spent. 


THE 


EW YORKER 


No. 25 WEST 43n0 STREET 


NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 


for Butternut coffee, has begun 
|sponsorship of “Hawf’s Weather 
|Report,” 10:15-10:20 p.m., Mon- 
|day, Wednesday, Thursday and 
|Friday over KSTP-TV, St. Paul. 
|Claney Drugs, Edian, Minn., spon- 
|sors the Tuesday show. 

The First National Bank of St. 
Paul and Minneapolis has begun 
alternate sponsorship of two half- 
jhour weekly features on KSTP- 
|TV. The bank sponsors “Hawf's 
| News -Cartoons,” 9:30-10 p.m., 
| Sunday. On alternate Sundays, 
the bank airs “Merry-Go-Round 
of the Twin Cities,” 9:30-10 p.m., 


also with Hawf. Hawf is P. J. 


| Hoffstrom. 
| 


KATL Appoints Doak 

William Doak, staff announcer, 
has been appointed publicity and 
promotion director of ATL, 


Houston, replacing Justin House, 
who has resigned. 
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-oets to the 


heart of America 


History used to be something in school- 
books. Now, as someone has said, “it 
keeps on happening.” History is us. 
History is today. Today the most distant 
event can affect the lives of every mem- 
ber of every family. 

That is why, since World War Il, the 
Post has published 379 articles on inter- 
national affairs, 340 on domestic issues, 
and 577 on the people in the news. 

The Post has been on the scene at 
every major event and behind the scenes 
of every major controversy. Its correspon- 


dents roam the world. And in the home 
and classroom the Post is welcomed for 
its incisive and informed treatment of 
vital issues. 

This welcome may be measured by 
the way it is read. Survey after survey 
shows that people spend more time with 
the Post than with other leading weekly 
magazines. They consider it more reli- 
able. They also pay more attention to 
its advertising pages and have greater 
confidence in them. 

The Post gets to the heart of America. 


WHAT LIES BEFORE US? 


Now appearing in The Saturday Evening Post is o series of 
four articles thot attempt to answer the questions which 
Americans are asking themselves in this time of crisis. 


Fe OE ai wed deta cece bwek ies by Harold Martin 
THE TRUTH ABOUT OUR AIR POWER . by Gen. Hoyt S. Vandenberg 
WHAT'S WRONG WITH THE ARMY? . by Joseph and Stewart Alsop 
ARE OUR WEAPONS GOOD ENOUGH? . by Joseph and Stewart Alsop 


The first two of these articles have already appeared. The 
third is in today's POST and the fourth will be published next 
week. So many requests for extra copies of these articles 
have been received that all four will be reprinted under the 
title “What Lies Before Us?” If you would jike to receive a 
free copy, write to The Saturday Evening Post, Reprint 
Dept. E, independence Square, Philadelphia 5, Pa. 
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Production May Be 
Back to Normal in 


Two Years: Moley 


Cuicaco, Feb. 22—Raymond Mo- 
ley, Newsweek contributing edi- 
tor, te)’ the Chicago Federated Ad- 
vertising Club today that in the 
event the mobilization program 
succeeds in preventing war, manu- 


Spree in South 


The farmer in the South has a 
daughter (and a wife), and money 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 


SOUTHERN FARMER 


737 NM. MICHIGAN AVE., CHICAGO 114, ILL. 


facturers may be able to return to 
normal production of consumer 
goods in two years or less. 

“We are much further advanced 
than in 1940, when the defense 
program preceding the second 
world war began,” he pointed out. 
“We have the facilities and the 
trained personnel. Consequently, 
assuming that no war develops, we 
shall be fully armed in a relatively 
short period. 

“Manufacturers may have to 
give up a part of their consumer 
markets while full production for 
military purposes is maintained. 
But it would be folly for them not 
to continue to sell and advertise 
to their normal markets, to which 
they may be again selling in vol- 
ume in a few years.” 


@ In the meantime, he recom-)| 
mended that research be devoted | 


to developing products which can 
be made and sold now without im- 
pairment of the mobilization ef- 
fort. This will not only help the 
individual business, but will be the 


most effective defense against in- 
flation, which he termed a more 
serious danger than any foreign 
threat. 

Prior to Mr. Moley’s talk, Har- 
low Roberts, of Goodkind, Joice 
& Morgan, under whose direction 
as president of the CFAC in 1950 
the annual Christmas party for the 
Off-the-Street Club was held, pre- 
sented to A. O. Feldon, Drake Pub- 
lishing Co., president of the boys’ 
club, a check for more than $10,-| 
250, the proceeds of the party. 


Prince-Gardner Changes Mind 


Prince-Gardner early last week 
announced the appointment of 
Nancy Russell as advertising man- 
ager, as reported by AA in an ear- 


| ly form this issue on Page 22. La- 


ter, however, the St. Louis leather 
goods company informed AA that 
Mrs. Russell will not join Prince- 
Gardner. 


| ne & Provandie Moves 


g & Provandie, Boston, has 
en its offices to larger quar- 
ters at 136 Federal St. 


Advertising Age, February 26, 


Pulp, Paper Men 
Are Optimistic 
About Future 


(Continued from Page 1) 


nearly 100% during the past ten| 


years, he said. 


@ On the current sulphur shortage, 
he said that consumption of sul- 
phur by the pulp industry during 
1950 was: For sulphite pulp, 316,- 
556 long tons; for sulphate pulp, 
42,075, and for semi-chemical 
grades 21,477. In the same order, 
inventories as of Jan. 4 were 40,- 
529, 6,138 and 2,678 long tons. This 
amounted to a six- to seven-week 
supply for sulphite and sulphate 
pulp production, and five to six 
weeks for semi-chemical grades. 
Pulp supply this year, he said, 
probably will be 15% less than it 


La 


si sii Sen 


This lady is always on time 


Since the early Greeks, true time has been computed from the position of 


certain selected stars. Some are in the constellation of Cassiopeia, the Queen. 


For centuries, the Queen has never been late to her predicted appointment in the skies. 


Among man-made instruments of time, Telechron electric clocks are akin to the stars. 


Pulsed by an electric current and synchronized with the local power plant, they can’t run wrong. 
They move through the hours and days almost as silently as time itself. 


People like them. More than 60 million timing-units have been made by Telechron Ine. 
Our client of 22 years is the acknowledged pioneer and leader in this field. 


N. W. AYER & SON, INC. 


Philadelphia, New York, Chicago 
Detroit, San Francisco, Hollywood, Boston, Honoluly 
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| was in 1950. 

The paper industry’s need of 
more pulpwood was emphasized 
| by D. C. Everest, chairman of 
Marathon Corp., who urged that 
more government forests should 
be opened up for cutting as a 
source of pulpwood, at least for 
the duration of the national emer- 
| gency. 
| Mr. Everest pointed out that the 
| public should be more broadly in- 
formed about the importance of the 
| pulp and paper industry in the na- 
tional defense and in the over-all 
economy of the nation. The indus- 
try, he said, provides forms, rec- 
ords, maps, blueprints, shell wad- 
dings, wrappings for military sup- 
plies, shipping containers, syn- 
thetic textiles, explosives, news- 
papers and magazines, and a long 
list of other items necessary for 
the civilian economy. 


in stressing the need of larger 
pulpwood sources, requires only 
9% of the annual drain and with- 
drawal of available timber, while 
fire, insects and disease take 11%. 
The other annual 80% wood re- 
moval is used for lumber and 
other wood products. 

Of the total volume of timber, 
he said, 43% is owned by federal, 
state or local governments, 57% 
by private groups. The latter, he 
said, provided nine-tenths of the 
domestic wood supply. Govern- 
ment-owned forests, he declared, 
present the only alternative source 
for larger supplies. 

Karl Clauson, secretary of the 
Assn. of Pulp Consumers, told the 
conference that mills are con- 
fronted with the necessity of mak- 
ing every possible use of secondary 
fibers, such as waste paper, rags 
and straw. 


es Increasing demand for waste 
paper as a pulp-substitute material 
in new paper production may 
force a revival of national wartime 
salvage campaigns, some of the 
members pointed out at group dis- 
cussions. Current waste paper pur- 
chasing by mills has been dis- 
located, they said, by the general 
price freeze, making it possible for 
ceilings to be set at abnormally 
high spot prices. 

Because waste paper dealers view 
public salvage drives as a threat 
to their business, the need will 
have to become critical before this 
step is taken, most members of 
APPA felt. 

As previously reported (AA, 
Feb. 12), collections of waste pa- 
per throughout the country in Jan- 
| uary broke records at an estimated 
total of 800,000 tons. For the first 
six weeks of the year, the mill re- 
ceipts of waste paper were 29% 
greater than the comparable weeks 
of 1950; consumption 32% greater, 
and inventories 16% below a year 
ago. 

Colley S. Baker, director of the 
eastern conservation committee of 
the Waste Paper Consumers In- 
dustries, told AA that mills con- 
tinue to be selective in regard to 
the quality of waste paper ac- 
cepted. “Recent shipments to some 
mills,” he said, “have been re- 
jected because certain packers ap- 
parently have reverted to the war- 
time practice of filling the insides 
of bales with foreign substances 
| and objectional papers.” 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


|as DIRECT SELLING is balding 

= volume quickly for many manu- 

} urers. It may be yowr answer to 
dwindling Mee p vanishing profits, 
soaring costs, and cut-throat competi- 

_ tion. Direct Selling is fully ex et 
| in fascinating booklet—mail 

| Please write on your a 


OPPORTUNITY MAGAZINE 


| Dept, A—S5, 28 E. Jackson Bivd., Chicege 4, iil, 


es The pulpwood industry, he said . 
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SHORT COPY sells the electric idea 
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“On a year-round schedule, 24-sheet posters feature different electrical 
appliances and services each month, assisting appliance dealers to conduct 


an intensive ever)-day selling program. Our outdoor advertising campaign 


Is prov iding exceptional trade enthusiasm.” 


Sal afl 


Pau LL. Penricip 
ne Ma 
IH! DI roan IDISON COMPANY 


One of o series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


is 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., 

of the nation’s RICHMOND POSTER ADVERTISING CO. * E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 
SLAYTON & COMPANY . THE HARRY H. PACKER COMPANY ° BORK POSTER SERVICE 

consumers ... SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * 


STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 
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Keith Appoints Silver 

Geo. E. Keith Co., Brockton, 
Mass., shoe manufacturer, has 
named David J. Silver, formerly 
with Florsheim Shoe Co. and I. 
Miller & Sons Inc., as sales man- 
ager of the women’s shoe division. 


Promotes Charles Boyer 


Charles P. Boyer has been pro- 
moted from assistant classified ad- 
vertising manager to classified ad- 
vertising manager of the Press- 
Telegram, Long Beach, Cal. 


| Starts Valdosta Station 

Valdosta Broadcasting Co., Val- 
dosta, Ga., has begun construction 
of a new radio station. The sta- 
tion, Valdosta’s second, will oper- 
ate on a frequency of 910kc, 5,000 
watts, day and night. 


‘Seventeen’ Gets Patterns 
Seventeen has signed an agree- 
ment to feature Simplicity Pat- 


Horn Joins Sweet's Catalog 


Harold Horn, formerly a mech- 
anical engineer with Foster- 
Wheeler Corp. and with Com- 
bustion Engineering - Superheat- 
er Inc., has joined Sweet’s Cata- 
log Service of F. W. Dodge Corp., 
New York, as an industrial con- 
sultant. 


Shapiro Agency to Move 


terns exclusively in its pages each 
month, beginning with the July Chestnut St. at the end of this 


issue. 


Shapiro 


month. 


Advertising Agency, 
Philadelphia, will move to 


Adver 


Te Sue 


cess Story No. 6 


How a Well-Known Toilet Soap* 
‘is Cleaning Up in Houston With § 
Chronicle Advertising Exclusively 


Their product's good. Their 
copy’s good, Their 

Houston medium’s right— 
THE CHRONICLE’S popular 
locally edited Sunday magazine. 
The winning results of this 
combination are graphically 

yet simply shown below. 

Scores of national and 

regional advertisers are finding 
out to their immense satis- 
faction that the rich Houston 
market isn’t too tough to tap 
when THE CHRONICLE’S un- 
usual power is pulling for them. 


Products* Percentage Advertising Performance 
of Market (in Lines) 
) Report No. 5 
: 1500 Lines 
(April 1 to 21.6 
Sept. 30, 1950) CHRONICLE Roto 
Report No. 4 
4515 Lines 
(October 1 to 20.0 
March 31, 1950) CHRONICLE Roto 
2000 Lines 
Report No. 3 CHRONICLE Roto 
(April 1 to 18.0 1435 Lines 
Sept. 30, 1949) POST Parade 
Report No. 2 . 
(October 1 to 13.3 BAe 
March 31, 1949) — 


Name of product upon request 


From Reports of Continuing Consumer Panel 
Conducted in Houston by Alfred Politz, Inc., New York 


The Houston Chronicle 


RW. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 33 CONSEC 


Age, February 26, 1951 


RED CROSS DRIVE—Anne Douglas, blood bank recruiter for the New York chapter 

of the Red Cross, shows William R. Baker Jr., president of Benton & Bowles, figures 

on a record turnout by agency employes to donate blood for shipment to American 

forces in Korea. More than 40% of the agency’s personne! donated blood when 
a Red Cross unit moved into the agency’s New York office for a one-day stand. 


Detroit, Feb. 21—The greatest 
single possibility for expansion of 
the flower market lies in the busi- 
ness field, Florists Telegraph De- 
livery Service has _ concluded. 
Therefore, the greatest percentage 


budget, starting July 1, will be for 
promotion of flowers as business 
gifts. 


volume in business gifts in the 
three years since it has directly ad- 
vertised and promoted flowers for 
business anniversaries, plant cele- 


etc., and other occasions upon 
which flowers make an appropri- 
ate gift from one business to an- 
other. 

During the 1952 fiscal year, 
which begins July 1, the unusual 
florists’ service organization will 
not only continue its business pro- 
motion efforts with expanded 
schedules in Business Week and 
Nation’s Business, but will also 
make a direct pitch to the adver- 
tising and promotion fields for the 
first time, with a substantial sched- 
ule in ADVERTISING AGE, Printers’ 
Ink and Sales Management. Not 
only do these fields represent an 
exceptional market for FTDS serv- 
ice, according to Will C. Grant, 
head of Grant Advertising Inc., 
which handles the account, but 
they should be especially amen- 
| able to the FTDS approach be- 
| cause “promotional minded peo- 
| ple are most sensitive to promotion 
and to its value.” 


|@ The Florists Telegraph Delivery 
| Service, one of the earliest indus- 
| try promotion efforts, has been in 
operation for more than 40 years. 
|and has been a substantial adver- 
|tiser for practically all of that 
| time. 
| Originally its promotional bud- 
| get consisted of a 1% assessment 
on the net proceeds of outgoing 
and incoming orders; subsequently, 
|the assessment was based on the 
| gross rather than the net proceeds, 
| and last September the promotion- 
|al budget was increased to 2% of 
\the gross. About 80% of the pro- 
motional budget goes into adver- 
tising and the remaining 20% into 
|member service, including blot- 
|ters, mats, calendars, and other 
individual dealer helps. Headquar- 
|ters and operational expenses are 
| paid for in other ways, and do not 
| represent a charge on the promo- 
| tional funds. 
The association has approxi- 
| mately 8,800 member florists, and 
the volume of flowers-by-tele- 
graph business it has handled has 
| grown steadily throughout the 


of expansion in its next fiscal year | 


The association has tripled its | 


brations, opening of new offices, | 
factories, warehouses, showrooms, | 


Florists Telegraph Delivery Budget Is Up; 
Aims at More Flower Orders from Business 


years. In 1932, for example, FTDS 
sales totaled $5,537,303; in the 
peak year of 1945, they hit $31,- 
834,000. They reached the $10,000,- 
000 mark first in fiscal 1942, the 
first year in which Grant handled 
the account, and then jumped sen- 
Sationally during the war years. 


ein fiscal 1946 sales fell off 
about a million dollars from the 
1945 peak, and in 1946 they fell 
still further to slightly less than 
$28,500,000, but the postwar de- 
cline was exceptionally small and 
sales again began to climb in fis- 
cal 1948, reaching $30,963,000 in 
fiscal 1950. Estimated sales for 
the first seven months of fiscal 
1951 were $19,400,000, and the best 
estimate for the complete fiscal 
year, which will end June 30, is 
approximately $33,000,000, which 
will set an all-time record. 

The increased 1952 fiscal year 
budget, for which Grant was re- 
cently reappointed after the asso- 
ciation had invited solicitations 
from eight agencies, provides for a 
substantial expansion in news- 
paper advertising. 

The association's advertising ap- 
pears in some 16 general magazines 
and in a long list of newspapers, 
as well as in the general business 
magazines and in publications 
directed to funeral _ directors, 
nurses and hospitals. 


Sets New Service Record 

A total of 68,653 instances of 
service handled by the Better 
Business Bureau of New York City 
in 1950 represents not only the 
greatest volume of service han- 
dled in any single year, the bu- 
reau has announced, but repre- 
sents an increase of more than 
34% over the 1949 total of 50,989, 
the previous high in bureau activ- 
ity. Every complaint received by 
the bureau receives individual at- 
tention, the organization’s report 
says. 


Acquires DeMunn & McGuiness 

Complete stock control of De- 
Munn & McGuiness, Chicago agen- 
cy, has been acquired by Mel De- 
Munn. In announcing the pur- 
chase, Mr. DeMunn said there will 
be no change in accounts or per- 
sonnel. Mr. McGuiness, who will 
no longer continue with the agen- 
cy, has not announced future 
plans. 


Appoints Lambert & Feasley 

United Distillers of America 
Inc., New York, and its subsid- 
iary, Dant Distillery Co., Dant, 
Ky., have appointed Lambert & 
Feasley, New York, to handle na- 
tional advertising for J. W. Dant 
bourbon. 
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Gilbert Finds Few 
Young People Are 
Enthralled by Ads 


New York, Feb. 20—“Everyone 
talks about youth advertising but 
only few do anything about it,” 
according to Eugene Gilbert, 24- 
year-old president of Gilbert Youth 


os 
Research. % 

Speaking before the local chap- AR 
ter of the American Marketing 7 


Assn., Mr. Gilbert said, “It takes 
a lot of guts for an advertising 
agency to suggest an important! 
youth campaign to an advertiser 
when the results must, because of 
the product’s very nature, only 
gain long-term benefits in brand 
recognition. 

“Too little ef.ort or follow-| 
through in promoting the product | 
or company to young people is | 
evident,” he said. “Most companies | 
attempt their [youth] merchan- | 
dising and advertising on a com- 
pletely helter-skelter basis. Cue! 
and campaigns are usually guess- 
work...” | 


e Mr. Gilbert pointed out that 
some advertisers are cognizant of 
the youth market. “In a ten-year 
span, radio time expenditures for 
children’s programs increased 
from $600,000 to $7,000,000. Comics 
magazines increased from 300,000 
issues a month to 50,000,000-60,- 
000,000 issues per month. Food 
advertisers’ revenue of ‘teen-age’ 
ty pe general publications increased 
55.7% between 1945 and 1950,” 
he noted. 

Much youth promotion is wasted, 
he said, because advertisers “make 
a half-hearted effort in media 
analysis and, more often than not, 
if they do research in the field, it 
is doomed to failure because of 
penny-ante budgets...” 


PMS RELI 


Fa le - 
Crazy Water Reorganized; : , 3 ; ow a\\\ 1 — \ a, 8 
Elects Martin President ; : . i 

Crazy Water Co., Mineral Wells, 
Tex., following a reorganization, 
has elected A. D. Martin presi- 
dent. Other officers are: Roy C. 
Coffee, vice-president; H. N. 
Pierce, secretary-treasurer, and A. 
K. Kollhoff, assistant secretary- 
treasurer. K. P. Jones has been 
named general sales and adver- 


Se 


io 

- 

tising manager. The company dis- s 

tributes Crazy Water crystals, con- en, 

centrated mineral water, oxidine ray Sa 
chill tonic, brushless shave cream * 

and Stuffy nasal inhaler. te 

Crazy Water, through its newly : 


appointed agency, E. R. Henderson 
& Associates, Dallas, plans to 
launch an extensive ad campaign 
in national publications. Included 
is a schedule for ads every other 
week in Life, starting March 19. 


Three Appoint Brown Agency 


J. Gerald Brown Advertising, 
New York, has been appointed to 
handle the following accounts: 
Grace Blouses Inc., New York and | 
Philadelphia (trade publications | 
and direct mail); Chateau Furs) 
Inc. (trade publications, newspa- 


pers and direct mail), and Empire : 
Machines (trade publications, di- 
rect mail and magazines in the x 
fall). 
ew 

ed’ 

Ralston Signs TV Show tea 

Ralston Purina Co., St. ne, 

i t “Ani k ; : 
Ay A show, , It's a farm market, the richest on earth. It's a mass market, cat 
egg a poe cantons dominated by farmers. You can’t sell Mid-America without the farmer _ % 
ane pe Bag ~~ Bd “ —nor the magazine that concentrates on him alone. 

i include Rals w , In- gee: 

stant Ralston cereal, wheat flakes, it 

Ry-Krisp and Shredded Raiston. 

Gardner Advertising Co., St. Louis, je 

aaa ers karmer 5 

te). 

Belmont Names Allen Henry art 

Allen Henry, advertising man- & 

: 

: 


ager of Belmont Radio Corp., Chi- 
cago, manufacturer of Raytheon 
TV sets, has been named contracts 
administrator. Mr. Henry will re- 
tain supervision of Raytheon ad- 
vertising in addition to his new 


duties. He will be assisted by 


Charles R Lunney, who resent’ = st @& richest Farm market on a ig fo 


ea” ee, ae ee T 1 Mate ©. eee } a ; ; > i ‘ Bot GANS 4 
Anis : * . % ae = 
ae 
ate rs 
: —— — => | | are 
a hn H—\ A\\ ) e)\\= =) = \ ‘re 
© © a HAN Wh il) nl )) \\ \\ | i MM MW Mf | \ BAe 
WY \ WL litt il {i} i] H/| \ | \ } | | } tl | * ae 
iSiS MMU NeMAM elon i i 
A | } WRN ER) 1 \ = \ af 
\ \\ i i \ | Vi = i \ Ni} } | | Sn Hh] H) i et 
AWN BL EW i el, 
i \ vi \ i} fi | , ih \\ ) i NV i M) i HES Ag 
: ; ~ r “ ‘ =)! “a | wh 1} \\ J | \ | = | { 1)! \\W \ ea 
ete ’ ey S|) ii) ae y H Wty Wie yn S55") 1 a 
; : = ‘ Bt. mes 
; ? ] an a eae = , “ 4 
.= on Wh wy oe anes | Te 2) 3 —e. a A ee, or a . “Sree ie. 
. pe A“ So i a _ - © =e 7. ee 
; Pr pai i os re - Fn eel | oe 
ee? | q ~~ oe BS Vea ae 3 : ‘ OA a : at gg 
a  o Se oT ; abe oe re a ene 
— > = ee . Br lly vy Pe ; Ae a =e ari, 7) a 
ES oN i ie ‘A 4 ie a —_ <2 _ he ; ry a SY 
— Ul | |e 9a, —) 8 aie “Poo 
= ; i: ow ig ae 7 | “es a . “SNe 
= se 7 or * ay ; le 4 3 ' \ Bin ‘ a “4 = 
. oa 7 : a cs | . ae : 3 ae 
im : Po. ee s * ~~ » ’ ; j f so 
an! ae ay! ru ms % ae Bo Oe. oi ae 4 . a ? : ar 
= 1 Bato \ a ae "i ca > _~ + ies is ~ia a F 
' a7 os x wig ee 2G a ie t be a. (33 
Bs ; Q “7 x a “| ees & - a - je o 
Bi : * : i. - ae 4 ¥ * } i ; * {2 nae ia xy 4 
| 74 : — ss: . ie . ae a. Sn aan 
a 4 “a 4 a -— ~ooa =? ee oe ae ‘ ye 
ih a os : a ee . eer a es 
i | es JP Ss Be 
' ’ . Ba | 
y | ce ve 
’ = \ —— } \ Hii ;— | —_ \ | nie 
_ FF oe | 
a= il Hh! \ AWA _ HAE ! M Hit i 
i" 
WW ; a7 ‘ | # ia ca bi i = ipa ere ee ES aes au Jy Ee J 
) ae ¥- “4 E Say nate Bi ao cat : Ps “ae « a sa ~ ee ] R ee 
2 oe ; et soe : ; eh eS hia : 8 
id , ae ee NY eee Bee. ee ey +. eye 
| <G eae on BF a, eee Sa * as teas 
if cor. * : ao ei — ‘ ae fT - 
, bi ee ie 7 <7 eee es ; on 
: | fe oe ee Se _- a vy > 2] ae 3 
= ta af a eae | = am rio ee ; mS weae 
a a she ie ss i = - Tee a. or, ie. ae. ie =~ 
ae 7 c bak Bs is om oy hig ; # 
| 
i 
ti 
ihe 
1 
i 
i} 
I 
" 
a ek, 
oh — aries 
ae F -* A »> dae aed s a F = ; cai ae 5 itr as; 
ee meee. | | SS ee ae a, wee. ST pre 


Pe 


ae 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago |! 
(DE 7-1336), 11 E. 47th St. New York (MU 8-0073), National Press Bidg., Washington 
4, D.C. (Re 7659). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. 8. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Advertising Production Manager, George 
F. Schmidt - ° 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole 
Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson, E. S. Mansfield, 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Washington Editor, Stanley E. Cohen 


lates: New York: Maurine Brooks 
stopher, Charles Downes, James V. 
O'Garo, Lawrence Bernard. Chicago: 
Murray E. Crain, Emily C. Holl, Jeanne 


Stoff, Bruce M. Bradway, Jarlath J. 
Grahom, C. P. Richman a Nog si Reilly Ltd 
Editorial Production, F. J. Fanning, Lois 1709 We bighth St., Wolter ‘S. "peilly, 


Altemeier 
Librorian, Elizabeth G. Carlson 
Correspondents In All Principal Cities 


Pacific Coast Manager. 


San Francisco (3); Simpson-Reilly Ltd., 
703 Market St., Wm. Blair Smith, Mgr. 


1S cents a copy, $3 o year, $5 two years, $6 three years in U. S., Canada and Pan 
America. Foreign $4 0 yeor extra. Four weeks’ notice required for change of address 
Frank W. Miles, circulation director. 


The Wrong Way to Sell 


Within recent years, a whole new classification of magazines has 
‘ peared, with the development of the store-distributed publication, 
rticularly those distributed in chain food stores and supermarkets. 
) The publications have served a useful purpose and in several in- 
stances have attracted substantial advertising volume. They have done 
on merit, and not by using “persuasion” backed by a mailed fist. In 
ct, the better ones—and that includes practically all—have leaned 
ckward to make it clear that they were selling advertising in a pub- 
ation which they believed was a worthy advertising medium, and 
t a back-door entry to any retail organization’s buying office. 
» But in recent weeks there have been ugly rumors in the grocery 
thace that a very thinly-disguised blackjack is being used on behalf 
of one of the newer ventures into the store-distributed magazine field. 
e “best salesman” for this particular venture, it is said, is the pres- 
nt of an organization whose stores distribute the magazine. He steps 
when the conventional sales organization fails to come back with a 
ntract, it is reported, and makes it quite painfully clear that his or- 
nization will be terribly disappointed if a particular manufacturer 
@ distributor does not find his store-distributed magazine a fine place 
if which to run his advertising. 
,We hope the rumors are untrue or very much exaggerated. The 
business simply cannot afford the replacement of logic and judgment 
pressure of a blackjack. Furthermore, we are confident that the 
of this particular means of persuasion will not be ultimately suc- 
cessful, even though it may result in an extra bit of business here or 
there 
In the interests of their own self-preservation, every store-dis- 
tributed magazine should make it more than abundantly clear that 
it is selling on its merits and not on the basis of its buying-office in- 
fluence. And fortunately for the advertising and the publishing busi- 
ness, this has been the case with all the worth while publications in 
this field 
It is the plain duty of advertisers to resist unfair pressure in this and 
any other direction, and to buy advertising on the basis of the value 
received in advertising. 


Advertising Men Die Young 

The age at which advertising men die, as indicated by the study of 
obituary notices in ADVERTISING AGg, published in these columns last 
week, is shocking. The advertising managers and agency personnel 
whose deaths were reported last year died at an average age of 57.5 
years, while the average age at death of all those which we reported— 
including newspaper men, advertising salesmen, etc.—was 60.7 years. 

Even though there are few available statistics on age of death by 
industries or occupations, these figures for the advertising field are 
startlingly low. They are, in fact, lower than a similar tabulation cov- 
ering 1949. 

It will take a considerable time, naturally, to develop truly reliable 
figures on this subject for the advertising field, but a comparison of 
similar figures for other fields shows that the life expectancy of ad- 
vertising men is much too low for comfort. 

Advertising has always been considered a young man’s business, 
but most of us have not believed that it earned that designation by 
killing off its practitioners at an early age. We don’t know what it 
takes to make admen live a little longer, but a slight reduction of the 
minute-to-minute pressure would obviously help. 


“He says, ‘Let it rain.’ He's 


—Cluett, Peabody & Co. 
got a ‘Sanforized’ label.” 


What They're Saying 


Building Conventions 

There is one yardstick that can 
be applied to every convention: 
How much valuable information do 
the members take home? While 
; program planners have done the 
| very best they could to achieve the 
j best possible results, the unfortu- 
nate fact is that too many conven- 
tions have fallen down in this re- 
spect. 


It is not because people have not | 


tried. The committees try to se- 
lect the very best speakers—but 
| generally the same speakers have 
| a habit of cropping up at all of the 
| meetings. The speakers do their 
best, but all too often the audience 
does not find lengthy read manu- 
scripts of interest. Those who at- 
tend conventions are generally 
given little opportunity to do any- 
thing but sit and listen as papers | 


are shuffled... | 
| Perhaps program chairmen who | 
are now planning next year’s con- 
ventions should take time out to 
ask four questions: 

1. Do the speakers at your con-| 
|ventions discuss the questions | 
which your members are most in-| 
terested in having discussed, and | 
would interest and attendance at 
your conventions be increased if 
;members were asked previously 

what questions they would like to 
have discussed by qualified speak- 
ers? 

2. Are enough speakers partici- 
pating in your program to give a 
full picture and give it briefly? 

3. Are all segments of the in-| 
dustry given, an opportunity to| 
present their view of a problem 
and suggest solutions? 

4. Are your members getting the 
maximum amount of beneficial in- 
formation from your meetings? | 

J. Gordon Baquie, vice-president 

Brown-Forman Distillers Corp., in 


a statement on association conven- | 
tions of the distilled spirits industry. | 


The True Feminine Name 

We are sorry to find that errors 
we see in other periodicals will 
creep into our own. A young lady 
writes us: 

“While reading the July number 
of the Lady’s Book, I was attracted 
by a short piece entitled, ‘Domestic 
Duties of Females!’ 

“As all creatures, except males, | 


are included in the word ‘females,’ 
I was interested to know what 
kind of work is suitable for such 
creatures, and found it meant work 
only for female women. It is pos- 
sible the Lady’s Book will allow 
such a word to designate us, after 
all that has been said in it on the 
misuse of thistterm! I have always 
agreed with every remark you 
| have made upon the subject. Is it 
possible you have changed your 
opinion?” 

Not at all, my young friend; but 
mistakes will sometimes be made 
by our contributors, which errors 
we do not see in time for correc- 
|tion. The Editor’s Table is the 
| standard. Search there; if you now 
| find female used as a synonym for 
| woman, please report it. From this 
|time we shall take care to have 
| the misnomer kept from the other 

ages of our periodical. It would 
indeed be a serious mistake in the 
Lady’s Book to use the unpleasant 
term, as female never means a 
lady. We request our contributors, 
who are mostly ladies, to bear this 
subject in mind. They should con- 
sider the right names for feminine 
humanity of importance in the 
destiny of women. 


—Editorial in Godey'’s Lady's Book, 
January, 1865. 


Fourth Class Service 

A Daily News staff member who 
has lived in many parts of the 
world, and who is now in New 
York City, has been keeping tabs 
on the mail service between Chi- 
cago and New York. He says that 
ordinary mail from here to his 
home in Queens takes four days— 
about the same time as airmail 
from Chicago to Rome. 

His conclusion is that the United 
States now has about the same let- 
ter service as a second-rate Latin 
American country. It’s better in 
Brazil and in many European 


|countries whose governments we 


subsidize. 

If the time ever comes when our 
government finds a decreased need 
for raising living standards all over 
the world, perhaps some of the 
savings could be devoted to im- 
proving the mail service in the 
United States. 

—Editorial in the Chicago Daily News. 


Advertising Age, February 26, 1951 


Rough Proofs 


Judging from the results of its 
initial testing, what the country 
has really been waiting for all this 
time is the one-minute waffle. 

. 

“Paid space,” says Henry Ewald, 
“is now frequently more widely 
read than editorial matter.” 

But thus far editors have suc- 
cessfully resisted the temptation to 
borrow writers from the ad de- 
partment. 

The ad pages usualiy bring good 
news and the news pages just the 
opposite. If readership figures 
mean anything, maybe a cheerful 
item should find its way occasion- 
ally to Page 1. 

. 

“Coupon handling cost trend is 
toward two cents,” reports the 
world’s greatest advertising jour- 
nal. 

It’s getting more expensive right 
along to give something away. 

* 

At the canners’ convention the 
brokers, the jobbers and the supply 
houses were outnumbered only by 
the various and sundry media of 
advertising. 


_ 
“What are your objectives for 
the ‘'50s?” asks Penton, which 


would undoubtedly receive a quick 
answer if it had phrased the ques- 
tion to read, “What are your ob- 
jections to the ’50s?” 

* 

Old-line periodical distributors 
are watching what happens these 
days at the check-out counters of 
retail stores and muttering, “How 
long has this been going on?” 

e 

The popularity of Implement 
and Tractor’s cartoon series, “Why 
admen get ulcers,” proves the 
theory that people like to read 
about the things they are most 
familiar with. 

e 

Pigs have to be castrated, Wal- 
laces’ Farmer & Iowa Homestead 
reports, leaving untutored non- 
agriculturists wondering just how 
the next porcine generation is ex- 
pected to arrive. 

+ 

When Capitol Records found 
songs like “Irene,” “The Thing” 
and “My Heart Cries for You” at 
the top of the song parade, it 
started right in on a more scientific 
plan for predetermining hit tunes. 


* 

A gal looking for a new job says 
she’s had some exciting experi- 
ences, like “conceiving, getting out, 
a magazine on Latin-America.” 

With a magazine, it’s always a 
lot easier to conceive than to de- 
liver. 

- 

An advertising manager willing 
to accept a new connection con- 
cludes his biographical data by 
saying, “Worth six figures.” 

Maybe he would be willing to 
start in somewhere as chairman of 
the board. 

+ 

Newspaper editorial writers, dis- 
mayed by gory boxing exhibits 
brought into living rooms by tele- 
vision sponsors, call it unmitigated 
brutality. 

And they know the watching 
crowds will get bigger and bigger. 

Copy Cus. 
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In 5 YEARS 
THE DAILY INQUIRER'S 


TOTAL GROCERY VOLUME 
HAS SHOWN A 


j 


Since 1945, The Philadelphia Inquirer's total 
grocery volume has more than doubled—up 140% 
—one of the nation’s most phenomenal daily food 
and grocery linage growths. 


Sound reasons for this strong growth: Women 
prefer The Daily Inquirer's “Features for Women” 
Section ...a COMPLETE Friday section full of 
facts and features about food, clothes, children, 
beauty and every other feminine interest. 


/ Now in its 18¢* 
/ Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


. : | 
et, « ‘ . a be ee a 
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And The Inquirer has merchandised its food 
pages with power and persistence. Supplementary 
promotion in television, radio, billboards, truck 
posters and stand cards gives “Features for Women” 
(and The Inquirer) even greater impact. 


Over a million lines increase in 5 years. And more 
sure to follow... because Philadelphia Prefers 
The Inquirer. Make sure you schedule The Inquirer 
in America’s 3rd Market. 
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The Philadelphia Mrguirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevord, Los Angeles, Michigan 0578 
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“Yeah, | know 
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(A proposal to the horseless-carriage industry 


involving an automatic shift in thinking) 


HENRY PERKINS is only human. 


Like all admirers of the American Dream on Wheels, 
his pulse races madly at the sight of a new 1951 Supersonic 
Six. He thrills to the Rhythm-Flo ash trays with the auto- 
matic butt-extinguishers. He murmurs in delight over the 
Dyno-Turbine speedometer with the Reverso-Metric dial 
that tells you how fast you are backing out of one traffic 
jam into another. He drools at the thought of himself 
ghosting down’ the highway on pure nylon upholstery with 
150 invisible horses obeying his every nudge of a languid 
foot upon the throttle. 


In fact, any wily motor manufacturer who baits a 
chassis with enough streamlined chrome, lustrous lacquer 
and assorted gadgets will find Henry Perkins rising to 
snap at the lure. 


But /anding Henry is another matter. 


H. Perkins, you see, is a sportsman . . . one of a special 
and distinct breed of male that thinks differently and reacts 
differently from the whole human race, including women 
(who, of course, hold the basic patent on unpredictable 


behavior). 


Where other people gasp over massive and magnificent 
radiator grilis, Henry is studying the differential to see if it 
will clear the two-rut cow path that leads to Joe’s fishing 
shack. 

Where others exclaim over the luxurious appointments 
of the interior, Henry is gauging the extra wide back seat 
to determine how many hunting dogs it will accommodate. 


What car designers call a luggage compartment is to 
Henry an Outboard Motor Carrier (and it had better be 
nice and level inside so the motor won’t jounce around). 


If some automobile manufacturers were to install ring 
bolts on the hood for tying on game, and substitute a 
moose call for the horn, Henry would not be surprised: 
he would probably be pleased. 


At the present time a few car makers have wisely styled 
several models to the unique requirements of Henry Perkins 
and his friends, and are now sitting around fondling thou- 
sand dollar bills and congratulating themselves on their 
acumen. 


At the same time practically a// car makers have many 


models adaptable to Henry’s requirements and special 
interests... only Henry doesn’t know about them... or 


he has never had them sold to him in terms of their use- 
fulness to sportsmen. 


This situation is ridiculously easy to remedy. It simply 
requires a fresh approach in advertising called “looking 
for the sportsman angle”’ . . . and it is just as important to 
advertisers as never underestimating the power of a woman. 


It’s surprising how many products like automobiles and 
auto accessories have a “sportsman angle” that can be 
exploited for important new sales in this four billion dollar 
sportsman market.* That’s why, these days, you find 
advertisements for station wagons, convertibles and sedans 
nuzzling ads for home freezers and power lawn mowers in 
the kind of magazine Henry Perkins and men like him 
prefer to read above all others. 


Yes, your “sportsman angle” pays off when you put it 
to work in the magazine that gives you Henry Perkins’ 
concentrated attention ... the magazine that gets cover- 
to-cover perusal from Perkins & Co....the magazine 
that catches men in their mellowest, most relaxed mood 
and makes them receptive, as no other medium can, to a 
sales story that’s slanted to the sportsman and makes sense 
to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN'S MAGAZINE 


*95% of “Sports Afield” readers own cars. 16.9% own two or more cars 
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Inflation’s Progress Shown 
by Little Sign on 14th St. 
WASHINGTON, Feb. 22—If Price 
Stabilizer Mike DiSalle rode down 
14th St. this morning, enroute to 
his desk, he might have had an ob- 
ject lesson in “indirect” forms of 
inflation 
For Feb. 22 is traditionally 
gain day” here. And on 14th St., 
just above H, there is an office 
supply store which, for the past 
two years, “packed 'em in” by ad- 
vertising “typewriters, from 98¢.” 
This year—with a seller’s mar-| 
ket in prospect—there were no 98¢ 
typewriters, and there was no ef- 
fort to “pack ‘em in.” Instead, there 
was this sign: “Forgive us, dear 
patrons: But with things as they 
are we just can’t have our usual | 
Feb. 22 sale this year. We will do| 
our level best to give you good 
service and good value on all the 
days between now and our next 
Feb. 22 sale.” | 
Mr. DiSalle and his staff are | 
aking it clear that OPS expects to 
eep a firm hand on the kinds of 
yst increases that are passed to| 
ynsumers in the months ahead. 
| In an interview with U. S. News 


“bar- 


| 
} 
| 
| 


Mr. DiSalle says 


World Report, 

anufacturers may be able to pass 
ong some increases in direct costs 
such as labor and materials. But 


indirect costs—ad- 
hegre for example—will have 
meee y\y 
“e ° 

Postal offic ials promise that mail | 
rvice between neighboring cities 

n be speeded under a new trans- 
ST rtation plan using trucks instead 
f trains for short hauls. It is about 


me 


creases in 


Back in 1947, magazine and 
-wspaper publishers, fighting 
eep increases in postage rates, 


Suygested that the Post Office De- 
Partment experiment with new 
Methods of transporting mail. 

And in November, 1947, House 
Postal committee chairman Ed 

pes (R., Kan.) set up a special 

ibcommittee to investigate truck 

hauls. The subcommittee, under 
Rep. Harold Hagen (R., Minn.), 
found postal officials hard to con- 
vince. 

Postal service could profit from 
a thorough blue penciling of the 
rule book. For example, third-class 
bulk mail posted at nearby Silver 
Spring, Md., can’t be trucked 
three miles for delivery from the 
Bethesda or Chevy Chase substa- 
tions of the Washington post of- 
fice. It's ayin the rules. Instead, 
the mail has to be trucked 14 miles 
to the heart of Washington, then 
trucked back another 16 miles to 
the suburban substations. It’s a 10- 
minute drive from Silver Spring 
to Chevy Chase, but third-class 
mail takes two days or more. 

. 

You have read how the auto in- 
dustry’s January output topped 
January, 1950, despite cutbacks in 
copper and aluminum. Other in- 


{fis 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


eaphic 


RAVERS 


PERSONALIZED SERVICE 


o70 N, WELLS ST., CHICAGO 10 ILL. 
Whitehall 4.3450.1.2 


By STANLEY E. COHEN, Washington Editor 


| the 


dustries are equally ingenious. 

Home builders, for example, 
made 84,000 starts, up 5% from 
December, and 8% from January, 
1950. Home builders have an 850,- 
000 limit for 1951, compared with 
1,400,000 last year. 

Unless home building credit re- 
strictions, which become effective 
March 1, work miracles, National 
Production Authority will prob- 
ably have to find an unpleasant 
medicine to curb the industry’s 
enthusiasm. 

+ a . 

Federal Trade Commission 
Chairman Jim Mead has notified 
House interstate commerce 
committee that his agency needs 


new authority over labels for fur 
and synthetic fabrics. The “truth 


in fur labeling” bill already has an | 


okay from the Senate. Interstate 
synthetic fabrics legislation is ur- 
gent as new synthetics will appear 
for civilians when wool and cotton 
go to defense. FTC will also ask 
Congress to tighten anti-trust re- 
strictions on interlocking director- 
ates. Chairman Mead says a com- 
mission investigation (AA, Feb. 
19) shows that “interlocks” be- 
tween suppliers and distributors 
give big companies important ed- 
vantages. 
- . * 


Federal Communications Com- 
mission’s needs were modest when 
the House interstate commerce 
committee invited commissioners 
to file their ideas. About all FCC 
wants is authority to monitor po- 


tentially subversive stations. Its 
legislative program is largely 
negative. It hopes the House in- 


terstate committee will bottle up 
the McFarland bill, already passed 
by the Senate, spelling out new 
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rights and procedures sought by 
broadcasters. 


Bendix Wins Injunction 
Against Borg-Warner 

Federal Judge Luther M. Swy- 
gert of Hammond, Ind., has ruled 
favorably in the petition filed by 
Bendix Home Appliances, South 
Bend, now a division of Avco Mfg. 
Corp., asking for a supplemental 
injunction to restrain Borg-War- 
ner Corp. in the manufacture, use 
and sale o.1 the Norge automatic 
washer with its water-level con- 
trol. The court ruled that the 


Norge machine, by reason of the} 


water-level control mechanism, in- 


vaded rights which previously had | 


been adjudged to belong exclu- 
sively to Bendix. 


Wisner Joins Endorsements 

Elsie Wisner, advertising spe- 
cialist, has joined the staff of En-! 
dorsements Inc., New York, testi- 
monial organization, as vice-presi- 
dent in charge of creative activi- 
ties. 


Sets Liniment Campaign 

Minard’s Liniment Co., Yar- 
mouth, N. S., has scheduled ads in 
|French and English daily and 
weekly newspapers, farm papers 
and sports magazines in Canada 
for its Minard’s liniment. One- 
minute radio spots also will be 
used. McKim Advertising, Toronto, 
handles the account. 


Erwin, Wasey Boosts Boyd 


A. C. Boyd Jr. has been named 
assistant copy chief of Erwin, 
Wasey & Co., Los Angeles. He 
has been a member of the crea- 
tive staff since 1948. 

Fegen Joins Jam Handy 

Robert N. Fegen has joined the 
|sales and contact staff of Jam 
|Handy Organization, Detroit. He 
| will represent the company in the 
|Ohio area. 

Appoints Stanfield Agency 

Austin Motors (Canada) Ltd., 
Toronto, has named Harold F. 
| Stanfield Ltd., Toronto, to con- 
|duct a national campaign. 
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Powerful Powdered | have not been made yet. The com- 


Household Bleach 
Readied by Foote 


; 


PHILADELPHIA, Feb. 20—Foote 


Mineral Co., the world’s largest 
producer of lithium, will shortly 
place on the market a new house- 
hold powdered bleach that will be 
competitive to current liquid 
bleaches. 

Announcement of the new pr 


pany has not decided whether to 
market it under the company name 
or produce it for brokers and dis- 
tributors. 


Beaumont & Hohman Shifts 3 
Ted White, manager of the 
Seattle office of Beaumont & Hoh- 
man, has been named manager of 
the agency’s San Francisco office, 
effective March 1. Herbert D. Cay- 


oa. | ford, manager of the San Fran- 


Kraft's New Salad 
Oil to Go National 


(Picture on Page 1) 

Cuicaco, Feb. 21—National dis- 
tribution of Kraft salad oil, Kraft 
Foods Co.’s new “superfined” sal- 
ad and cooking oil, is slated to be 
completed this spring. 

The new product, described by 
Kraft as one of the most import- 
ant developments in the food field 
in recent years, was introduced in 


lcisco office and executive vice- 
| president of the agency, will con- 
}tinue in charge of the four Paci- 
| fic Coast offices. Cam Beaumont, 
in the agency’s Los Angeles of- 
| fice, has been named manager of 
the Seattle office. e 


uct, still in the laboratory stage, 
was made at a press conference on 
Feb. 15 and during the company’s 
annual stockholder meeting in Ex- 
ton, Pa. 

The new product is a powdered 


eight markets last July and Au- 
gust: Cincinnati, Houston, Provi- 
dence, Nashville, Fresno and Bak- 
ersfield, Cal., and Port Arthur and 
Beaumont, Tex. 

Consumer acceptance in those 
compound of lithium hypochlorite, | markets was high and additional 
and one ounce will be equivalent | | AAW VISITORS—Introduced by Max Boehr of the Long Beach, Cal., Adclub, Harold markets were opened in October 
to a half-gallon container of con-| Eversharp Ups Four | J. Merilees (center), president of the Advertising Assn. of the West, gave the club and November. Since the first of 
ventional liquid bleach, according! Quartus P. Graves, New York | © ‘eport on a White House conf he had attended. At the right is Chorles W. the year, distribution has been 


to H. C. Meyer, president of the) 
75-year-old company. The new 
powdered bleach not only will be 
easier to use, it was said, but will 
be easier to ship and market. 
Plans for marketing the product 


regional manager of Eversharp| Collier, executive vice-president of the AAW. 


Inc., has been appointed national 


sales manager of the company’s named regional manager for the Canadian Advertising Moves 
writing instrument division. He Pacific Coast; Ray E. Neifert for The 
has been with Eversharp for 16 the eastern coastal area, and Ed qian Advertising Agency has been 
years. Ralph Baker has been, Dowling for the central states. 


Toronto office of Cana- 


moved to 80 King St. W. 


Yes, help from Better Homes & Gardens — the ONLY one 

of the 3 BIGGEST man-woman magazines that topped 

3:-million circulation entirely through editorial counsel 
that builds a lasting urge to buy! 


MAGINE @ 3)¢-million man-woman 
market built entirely by stimulating 
desires for more and better things. 


What a market! What a market for any 
good product or service that makes life 
fuller, busy days easier, recreation more 
enjoyable! 


That’s Better Homes & Gardens’ market 
of 3'2-million selected families. 3'2-million 
families pre-screened for their greater in- 
terest in—and greater ability to buy— 
whatever you offer. 


These multimillions expect no fiction in 
BH&G. Instead, they expect—and find— 
what’s new, what's better, what's for 
them—and friendly counsel directing their 
wants. 


Serving a SCREENED MARKET of 3'2-Million Better Families 


And, on BH&G’s pored-over advertising 
pages, they find the things to fulfill those 
wants—today, tomorrow and through the 
years. 


That’s how BH&G completes a circle 
which is SERVICE in its fullest sense— 
service to the reader—and to the ad- 
vertiser—both. 


Yes, BH&G offers the only market of its 
kind, more than 3)-million strong! It rates 
key-position on any sound media list— 
and can be counted on to do a whale of 


a job all by itself. 


So, in viewing that big job ahead—short 
view, long view, or both—view BH&G in 
its true focus: a key magazine to do your 


big job in a big, BH&G, better way! 


PAEREDITH PUBLISHING COMPANY 


steadily and rapidly expanded. 


|}@ Local newspaper advertising 
schedules are being used to launch 
the product. In western markets, 
spot radio also is being utilized. 
Introductory ads emphasize the 
“superfining” process and call it 
“lighter-bodied to blend with 
other flavors.” 

The salad oil, which is pack- 
aged in quart and pint bottles of 
a special light-filtering glass, is 
being distributed through regular 
Kraft sales and distribution chan- 
nels. 

Needham, Louls & Brorby h 
is handling the account. 


LeBlanc Invades Eastern 
| Markets with Hadacol 


LeBlanc Corp, Lafayette, I 
has invaded the’ eastern mark 
with Hadacol, starting wi 
speeches in Baltimore on Feb. |! 
*tand Philadelphia on Feb. 21. Ma 
kets are being opened in Mar 
land, Pennsylvania, all of Del 
| ware, New Jersey from Trent 
| south. Louisiana State Sen. L 
Blanc plans to spend $100,000 
these areas in 30 days. Dinn 
meetings were held in Baltime 
and Philadelphia for retail dr 
gists, chain store managers, jo 
ber salesmen and executives. 

Newspapers, radio and outdc 
posters are being used, with t 
senator personally supervising t 
sales, advertising and promotior 
activities. Over-all advertising 
being placed by Majestic Adve 
tising Agency, Houston. Part of t 
| daily newspaper schedule is bei 
| placed by Ruthrauff & Ryan. 


Launches Trade Campaign 


Reliable Textile Co. has begun 
a 25th anniversary trade adver- 
| tising campaign for Reltex fabrics, 
which will continue through the 
year. The campaign, running in 
some six trade publications, fea- 
tures a champagne bottle, symbol- 
ic of the 25-year “vintage.” Mer- 
vin & Jesse Levine Inc., New York, 
is the agency. 


Names Ohio Advertising 

Ohio Advertising Agency, Cleve- 
land, has been appointed to handle 
the advertising of Missouri Meers- 
chaum Co., Washington, Mo., pro- 
ducer of corncob pipes. 


CAPTURE THE 
15 BILLION DOLLAR 
NEGRO MARKET 


WITH THIS POWERFUL 
NATIONAL NEWSPAPER 


Over 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys. what 
you have to sell, read the new Courier 
regularly. The Courier, America’s most 
complete weekly newspaper, represents 
your best bet for capturing your share of 
this vast and loyal market. And, now, 
with an addition of an 8-page, 4-color 
comic section and a 16-page magazine 
section, the Courier is even more com- 
plete, better able to carry your message 
into the homes of the vast Negro market 
There's real money in the Negro market 
be sure you t your share—ad 
our products in new Courier. For 
li details write: 


INTERSTATE UNITED NEWSPAPERS 
| 545 Fifth Avenue, New York 
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1,000,000 


P YOS pects rae : 


wou proprzetors! 


Every Elk owns a piece of Elks Magazine. 


The growth of Elkdom—now at its 80-year peak of 
membership and influence—would not have been pos- 
sible without this powerful monthly liaison. 


The same editorial pipeline to Elks that has knitted 
Elkdom so closely together is offered to the advertiser 
of every worthy product—and at a surprisingly low 
cost. Ask us for all the facts on this selective mass 
market of 1,000,000 mature men. 
‘.-« / 

CAS 
i | 


i] 


AGAZINE ml 
New York + Chicago - Los Angeles = Detroit - Seattle 


‘Steel’ Appoints Rowland, 
Sullivan, Two Others 


Steel, published by Penton Pub- 
lishing Co., Cleveland, has estab- 
lished a new central eastern terri- 
tory consisting of northeastern 
Ohio, western Pennsylvania and 
western New York, which will be 


managed by Harold G. Rowland,| 


who has been representing the 
magazine in Ohio and Michigan. 
Joseph C. Sullivan, former resi- 


dent editor of Steel in Pittsburgh, | 
has been named Pittsburgh dist-| 


rict manager. 
Charles A. Tallinger Jr., former- 
ly with Printing Equipment Engi- 


neer, has joined Steel’s advertising | 


sales staff in the central western 
territory. Kenneth W. Hewitt, for- 
merly with Magnus Chemical Co., 
has joined Steel in the eastern 
territory, with headquarters in 
Philadelphia. 


Bank of America Signs Show 


Bank of America, Los Angeles, 
is sponsoring “Royal Playhouse” 
over KECA-TV, Los Angeles, and 
KGO-TV, San Francisco.’The half- 
hour films, which started Feb. 22, 
are a second run of “Fireside 
Theater,” produced for Procter & 
Gamble by Bing Crosby Enter- 
prises. Charles R. Stuart Advertis- 
ing, San Francisco, is the bank’s 
agency. 


French Promotes Thorp 


Eric Thorp has been named 
president and general manager of 
Thomas French & Sons, New York, 
maker of tapes for venetian blinds. 
For 10 years he had been personal 
assistant to Roger French, manag- 
ing director of the French manu- 
facturing industries in Manches- 
ter, England. 


Carolrich Moves Offices 


Carolrich Productions, televi- 
sion and advertising art service, 
has moved to 635 Main St., Hart- 
ford. 


Wes cae ecttlronmereen 


Chicago +3, //linors 
GRACELAND 2-1000 


x * * 


ONE 


ONE CONTACT TO 


Your ideas for sales promotion literature 
will come to life under the expert supervision 


of Manz creative and mechanical production. 


NUMBER TO PHONE... 


MAKE... 


and, your complete printing problem is 


solved by Manz. 
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James M. Cecil, president of Cecil & Presbrey, is a newly elected 
member of the governing council of New York University and chair- 
man of a new committee on public relations of the council . . . Don- 
ald R. Shively, advertising and sales promotion manager of the 
Hartford Gas Co., is vice-chairman of the public information com- 
mittee for the Connecticut city’s civil defense organization .. . 

W. T. Bannister, who joined Standard Oil Co. (Ind.) as a junior 
clerk in 1913, was feted on his retirement by the KSTP sales staff 
and given a special award, “Dr. of Radio,” by Miller C. Robertson, 
vice-president in charge of sales...W. W. Wachtel, president of 
Calvert Distillers, has been named chairman of the beverage group 
for the 1951 Red Cross campaign. He will make a series of speeches 
for the Red Cross in key cities... 

Alan J. Lowrey, assistant to the president of Union Oil Co. of 
California, has taken office as president of the San Francisco Cham- 
ber of Commerce. .. William Nye of the San Francisco staff of 
McCann-Erickson was married Jan. 21 in Ojai, Cal., to Dorothy 
Hooker, producer-director for KGO-TV. The young couple met 
while straightening out production kinks for the “Science in Action” 
video series... 

Ron McCreight, general sales manager of Jantzen Knitting Mills, 
Portland, Ore., has been advanced to a vice-presidency. He is a 
veteran of 22 years with the company, starting in the sales promotion 
and advertising departments .. . 


BON VOYAGE—Ready to sail aboord the Empress of Scotland for a West Indies- 

South American cruise ore L. E. Judd, director of public relations, Goodyear Tire 

& Rubber Co.; Mrs. E. J. Owens; Mrs. Judd, and E. J. Owens, vice-president of the 
Kudner Agency. 


Marcia Phelps, daughter of Ray Phelps of Earle Ludgin & Co., 
Chicago, is hitting the top in modeling circles. She provides the 
glamor in the Pond’s ad in the February Mademoiselle... 

Murray Burgess, eastern ad manager of Hospital Management, is 
now a father, with the addition of Bruce M ... Ditto Gene Goss, in 
the news department of KLRA, Little Rock, Ark. His daughter’s 
name is Iris Elaine...C. E. Hooper is taking to the airways again, 
this time on skis, for a week at Stowe, Vt... 

BBDO President Ben Duffy is not one to shirk his obligations. 
During the recent railroad strike Ben phoned a number of his agen- 
cy associates between Rye and his NY office and picked them up 
at points along the Hutchinson River Parkway as he drove to work 
... Nelle B. Rose, advertising and promotion manager the past 16 
years for John Britz & Sons, needlework division, has resigned to 
become Mrs. Albert A. Ardell. She will live in Miami... 

Ruth Hooper Larison. one of the moderators of the job finding 
forum at the New York Adclub, who will soon set up a vocational 
and job guidance service, was remembered by the club with an in- 
scribed cigaret case and some government bonds.. . 

Hal Keith, one of NBC’s top television directors (“Your Show of 
Shows,” Bob Hope), is back in active duty with the Army, holding 
his former rank of captain...Station Manager Walter Haase, 
WDRC, has been reelected a member of the board of directors of 
the Greater Hartford Community Chest...A daughter, Maureen 
Ellen, was born to Mr. & Mrs. Howard P. Greenwald in New York, 
Feb. 4. Mrs. Greenwald, the former Barbara Kling, is publicity di- 
rector of Mervin & Jesse Levine Inc... 

Walter Drey, president of Walter Drey Inc., New York mailing 
list consultant, has been appointed consultant on public relations for 
the American Assn. for State and Local History, publisher of the 
quarterly, American Heritage. .. 

Lewis & Gilman V. P. John A. E. McClave is the new president of 
the Philadelphia Advertising Golf Assn. Vice-president of the as- 
sociation is Warner S. Shelly, v. p. of N. W. Ayer; treasurer is Har- 
ry A. Ehle of International Resistance Co.; and secretary is Jack R. 
Aldrich of Life ...The seventh child in the family of Mr. and Mrs. 
Leslie Raddatz arrived appropriately on Feb. 7. Les is manager of 
NBC's western division press department. . . 

In New Haven, recently, Doris E. Newman, who has been with the 
UN Secretariat for the past three years, was married to Carleton A. 
Harkrader, formerly editor and publisher of the Herald Courier, 
Bristol, Va., now at Yale Law School. Guests included C. D. Jack- 
son, Fortune publisher (now on leave as pres. of the National Com- 
mittee for a Free Europe), and Wilder Foote, director of press and 
public relations for the UN... 

Floyd Flint, head of the Seattle office of J. Walter Thompson Co., 
underwent a major operation (ulcers) not long ago. Elwood Grady 
of the San Francisco office is filling in during Mr. Flint’s absence of 
several weeks. .. 
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Advertising Age, February 26, 1951 a 
Your Own Ads has sold merchandise.” them the opportunity to participate Offers Advertising Courses | McDougall Appoints Kent 


The full potential of aavertis- in a long-range advertising cam- Ten.week courses, beginning Stanley O. Kent, formerly with 
ing’s power has never been thor- palgn. March 5, in layout, copy, produc- National Mfg. Corp., has 
F | oughly determined, Mr. Adams| John H. Baum, of the advertising tion and advertising photography named industrial sales representa- 
Are Faulty, 


said, but the tremendous results staff of the Harrisburg Patriot- will be offered by the Adver- tive in charge of industrial paint 
received from the council's public, News, told how its plan of permit- tising Crafts School, New York sales in the Niagara area for Mc- 
_— service campaigns during World ting advertisers to use space on the a He ae S See oe Co., Buffalo, paint 
Dailies Told War II is the best success story ad- business page, and then giving the containing ‘tull infesmnation is : 
ae y sed — y enemies a news stories, had added available from the school. Elects Conners President 

Harrissurc, Pa., Feb. 20—News- director, Wales-boove hood. can A ames William J. Conners IIT has been 
papers “miss the boat” in some of how Pi 50” cooperative ode a Newhoft A Moves Sall N Rowe & Wyman elected president and publisher of 
the ways they sell advertising month sponsored by Florists Tele- gency Sall Mountain Co., Hamilton, O., the Buffalo Courier-Express, suc- 
ween a f ! : : : . Theodore A. Newhoff Adver- manufacturer of Sal-Mo asbestos ceeding his father, the late Wil- 
space and in promoting their own graph Delivery Assn. had not only tising Agency, Baltimore, has fire-proofing and insulating ma- liam J. Conners Jr. Burrows Mat- 
business, Jerome B. Gray, senior aided each participating florist in moved to new offices at 529 N. terials, has appointed Rowe & Wy- thews, editor, has been elected 
partner of Gray & Rogers, Phila-| its advertising but also had given Charles St. man Co., Cincinnati, as its agency. vice-president. 
delphia, told the Pennsylvania 
Newspaper Publishers’ Association 
Display Advertising Conference 
during a two-day session here Feb. 
16-17. 

One of the major deficiencies of 
newspaper advertising representa- 
tives, the agency man said, is that 
of ignoring the account once the 
sale has been made. 

“An agency would like to be- 
lieve, when a representative leaves 
with a contract, that the represent- 
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ative will pay some attention, at are aay ue aa 

least, to position requests, quality Srerae ab rater BA gy -iibringh ine Mme Breeders Rig Pt Pr boroue ‘ 
of reproduction, merchandising, Sestey ae 27 A8er “ees, ‘aan Gotwmis woke faim a vents 
and other such matters,” Mr. Gray Courtney waver rihany ee harkarinags 
said. “Newspapers seem to be doing Be % reonst A. aoe whacige 
all right, despite such deficiencies. 0) atti sornmare | 


It seems to us, however, that news- 
papers could do better than all 
right if they could persuade their 
representatives to keep selling fil20d River mock Pa 
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time were spent in preparing it, # ‘Can Aberdeen. Mayer . g 
Mr. Gray said. rh ct fer | H PuTBY rest ikee New angen ie fete, Bryer : 
“It gives the impression that it Neen 
was conceived by someone who 
was told to produce it as fast as 
he could, and for less money than 
possible,” he pointed out, adding 
that newspaper promotion adver- 
tising is often typographically 
complicated and lacking in read- 
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-—~ e of the fundamentals of kx . i ae Br “Resn “iene “. Fes we've proved you get more sales when you advertise 

good advertising is not only to tell fark G i Tapes neon fine in Missouri Ruralist. That's why we run our ads in Missouri 

the truth, but also to make the Bivens’ sd Mae? rms. es Ruralist when we have extra stock to sell,” say these native | 

truth believable,” Mr. Gray said. rain. ic rede Asan i Missouri livestock raisers. . 

“The truth, in other words, can be 7 ; AG . ; ' : , EF eiind Chins ig, { 

completely misunderstood if it is Aimer Mecetord my "a Cattie Over 550 local livestock producers used Missouri Ruralist to Yt Ching Anan we 

not made completely, logically, Servis oe" © Han xr; sell their surplus stock during 1950. Their names are listed in : 

comprehensibly clear.” Bianchi Msias” Betaie! *: bis this advertisement taken from the Dec. 23, 1950, issue of } 
Brow" pas erefong gm desig = Sa Missouri Ruralist. We can't think of a better way to prove re 

w Stanley B. Adams, newspaper Burcner: hy Pe opting that Missouri Ruralist is the way to sell things to farmers in : 

advertising director of the Ad- sapere yPresders: adoipn Oct Rives! Missouri! Take a tip from Missouri farmers themselves — a 

vertising Council, told the news- BSris Hererseo"f, Breeders ‘4g Brunswic advertise in the Missouri Ruralist! For information, write: f 

paper executives that “advertising enti Oneats fa 

has sold ideas as effectively as it Br Assn.’ Ris Editorial Office, Fayette, Mo. Mi . 4 li 4 

SEEPS rusincas Ofte, Topete, Ken. MUSSOUTL Ruralist 
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Nation Going in the Red Economically? 
‘Free Press’ Writer Thinks Ads Show It 


Derrorr, Feb. 20—Are our econ- 
omic gains being steadily offset by 
our losses’ Leo Donovan, auto edi- 
tor of the Detroit Free Press, has 
asked the question in a review of 
some of many “sad” ads and statis- 
tics culled from vagious publica- 
They indicate, to Mr. Dono- 
van at least, that more than taxes 
ure eating at the nation’s vitals. 

One such ad, showing a tornado 
obliterate a factory, 


tions 


about to 


warns: “Rust costs the nation $6 
billion yearly!” 

The amount by comparison is al- 
most twice the value of General 
Motors Corp., the nation’s largest 
company. 

Another ad attracting the writ- 
er’s attention dealt sympathetically 
with sore feet, estimated to repre- 
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sent an annual economic loss of 
about $100,000,000. 
American motorists, through 
creators of 


properly planned 
publicity 
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sheer laziness and lack of attention 
to their tires, suffered a $600,000,- 
000 loss, one tire company recently 
said. 

From strikes, our losses amount 
to hundreds of millions of dollars 
annually, according to the Na- 
tional Industrial Conference Board. 

Other losses from traffic tie-ups, 
burglaries, illness, accidents, floods, 
gambling, discounts and other ail- 
ments probably left the nation in 
the red in 1950, Mr. Donovan for- 
lornly observed. 


Roman Agency Names Two 
Roman Advertising Co., St. 
Louis, has named Maurice A. Se- 
ligsohn as art director. Maria G. 
Schein, formerly with the adver- 
tising department of Stix, Baer & 
Fuller, St. Louis, has joined the 
creative staff of the agency. 


Two Join Station WCAU 

E. Ormand Andrews, formerly 
with H. M. Dittman Advertising, 
Philadelphia, and David Yanow, 
recently with Station WIP, Phila- 
delphia, have joined Station 
WCAU, Philadelphia, as commer- 
cial representatives. 
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Boston Has 674,323 TV Sets 
According to figures released 
by Stations WBZ-TV and WNAC- 
TV, Boston, the total number of 
TV sets in the Boston coverage 
area as of Feb. 1 was 674,323. 
The increase over December was 
32,021 sets. Of the total, home 
installations were placed at 669,- 
308, and public installations at 


’ 


Petrosky Leaves Foster 

Maurice J. Petrosky, vice-presi- 
dent in charge of advertising and 
sales of L. W. Foster Sportswear 


Co., Philadelphia, has resigned. 
He has not announced future 
plans. 


Arch Thiele Elected V. P. 


Arch L. Thiele, national ad- 
vertising’ sales manager of Path- 
finder, published by Farm Journal 
Inc., Philadelphia, has been elect- 
ed vice-president of the company. 


Brighton Appoints Gelula 

Hotel Brighton, Atlantic City, 
has appointed Abner J. Gelula & 
Associates, Atlantic City, as its 
agency. 
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$80,000 AD—The Feb. 26 Life carries this 
and four other pages of City Stores Co. 
ads promoting 60 items. 


City Stores Runs 
5 Pages in ‘Life’ 


New York, Feb. 22—City Stores 
Co., in a bold experiment, is run- 
ning a five-page b&w ad in the 
Feb. 26 issue of Life, to picture 
more than 60 different items sold 
in the company’s stores throughout 
the country. 

The section, relying largely on 
photographic illustrations, uses the 


theme “Keeping Up with the 
‘Value-Minded’ Joneses.” Items 
ranging from children’s togs to 


silverware are listed with prices, 
sizes and brief catalog-type copy. 


@ Cost of the Life insertion to 
City Stores is $80,000, and _ its 
stores are tying in with local cam- 
paigns to bring the total expendi- 
ture for the promotion to about 
$225,000. 

Leonard Fellman Associates 
handles the City Stores acccount. 

Stores owned by City Stores are 
listed on three of the ad pages 
These include the Oppenheim Col- 
lins chain (10 stores in New York, 
New Jersey and Pennsylvania); 
Lit Brothers in Philadelphia and 
Upper Darby, Pa.; Kaufman-S.raus 
Co., Louisville; Loveman’s, Bir- 
mingham; Lowenstein’s, Memphis; 
Maison Blanche, New Orleans; 
Richard's, Miami; Swern & Co., 
Trenton; R. H. White's, Boston, and 
Wise-Smith Co., Hartford. 


Packers Start Campaign 
for Bumble Bee Sea Foods 
Columbia River Packers Assn., 
Astoria, Ore., for its line of Bum- 
ble Bee seafoods, is using news- 
papers, transit ads and TV spots in 
selected markets, featuring the 
slogan, “Bee Prepared.” News- 
paper ads will use a cartoon treat- 


ment of the theme; full color is 
scheduled in transportation dis- 
plays. Botsford, Constantine & 


Gardner, Portland, Ore., is hand- 
ling the campaign, with the excep- 
tion of transportation advertising, 
which is handled by Arthur Cohan 
& Associates, New York. John S. 
McGowan, with Columbia since 
1946, has been named to the newly 
created position of sales promotion 
manage. 


Names Hutchinson V. P. 

Farm Bureau Insurance Com- 
panies, Columbus, O., has named 
Howard Hutchinson, formerly di- 
rector of agencies of the company, 
as agency vice-president. As exec- 
utive head of the sales organi- 
zation, he succeeds Bowman Doss, 
who has been promoted to the 
newly created position of execu- 
live vice-president. 


Appoints Russell A. M. 

Prince-Gardner Co., St. Louis, 
billfold manufacturer, has named 
Mrs. Nancy Russell, formerly ad- 
vertising manager of Sutcliffe Co., 
as advertising manager. She suc- 
ceeds Patricia Mansfield, who has 
resigned. 


Appoints Donald Finlayson 
Donald J. Fin'ayson, formerly 
with Compton Advertising, has 
been named manager of the mer- 
chandise division of Bridgeport 
Brass Co., 


3ridgeport, Conn. 
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3 Do you approve of federal 


. 


What do you think of the 
international situation? 


Do you expect taxes to go 
much higher? 


Do you believe necklines will 
go much lower? 


_— 


Do you favor the "get tough” ' 
policy toward Russia? i 


Do you approve of federal Do you like living in Minnesota? Are you glad you're alive in 


controls on prices? controls on wages? 19512 


What makes a newspaper great? 


87% of Minnesota people are glad 
they were born. 

53% believe the Third World War 
has already begun. 

84% try to “love thy neighbor as thy- 
self,’ but only 45% think other people 
try to do so. 

66% favor sex education in schools. 

65% approve federal draft of 18- 
year-olds. 


In a shower of questionnaires and a 
whirr of tabulating machinery elec- 
trically digesting facts and figures like 
these, the Minneapolis Tribune’sfamed 
Minnesota Poll goes into its eighth 
year of reporting the world’s most 
perpetually fascinating news story 
what people think. 

Knowing what people think is a 
vital function of good newspapers, and 
three million Minnesotans are doing 
a lot of thinking these days with the 
usual agreements and disagreements 


of an informed, strong-minded citi- 
zenry. But making a cross-section 
group of such individual opinions ac- 
curately reflect the total thinking of 
a state’s whole population is a special- 
ized job. It keeps 62 trained inter- 
viewers hopping and popping questions 
throughout the state, while Minnesota 
Poll Director Sidney Goldish and his 
staff labor long and late tabulating 
answers or polishing and pre-testing 
new queries. 

In the past seven years more than 
70,000 Minnesotans have had their 
views explored . . . a scientific sam- 
pling of the voting-age population, 
representing all economic groups, races, 
religions, educational levels and polit- 
ical partisans . . . on farms, in towns, 
and in cities of all sizes. 


In the same seven years the Min- 
nesota Poll has earned a reputation 
for accuracy and reliability that ranks 
it among the most trusted public 


opinion yardsticks. Example: last fall's 
Minnesota gubernatorial race, whose 
outcome the Poll predicted with only 
one-third of 1% deviation from final 
election results. 

Minnesota Poll interviewers, able 
questioners themselves, report this the 
most frequently-encountered question 
from the public: “Why haven’t I ever 
been interviewed -or any of my 
friends?”’ Best answer to the impatient: 
“Relax and enjoy your Minneapolis 
Star and your Minneapolis Tribune. 
At the current rate of interviewing it 
will take 190 years to get around to 
all of you.” 


Minneapolis 
Star 2x Tribune 


EVENING MORNING & SUNDAY 


610,000 SUNDAY - 480,000 DAILY 


JOHN COWLES, President 
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Advertising Age 


Advertising's Status Under Tax Law 


Creative Man Takes to Traveling 


Employment Office Ambassadors Need Tools 


Eye & Ear Deaf to ‘Stork Club’ 


THE NATIONAL NEWSPAPER OF MARKETING 


Review of Treasury Policy on Advertising 


General Statement On Advertising 
as an Operating Expense 
or Capital Investment 
for Tax Purposes 

In the light of mobilization and excess- 
profits tax considerations, ANA has re- 
cently recanvassed the situation with re- 
spect to treatment of advertising for tax 
purposes. 

This undertaking was carried out with 
the assistance of our ANA government 
relations committee (George S. McMil- 
lan, Bristol-Myers Co., chairman) and 
with the advertising committee of the 
Chamber of Commerce of the U.S., the 
Advertising Council and other organiza- 
tions that had generously offered assist- 
ance and have been kept fully informed 
of ANA'’s activities in this respect. 

Exhibit A enclosed is a statement of 
the general principles applying to the de- 
ductibility of advertising prepared after 
a study of available material and after in- 
tensive informal discussions between of- 
ficials of the Bureau of Internal Revenue 
and ANA representatives. 


Same Treasury Policy Still in Force 

In brief the policy arrived at in 1942 
by the Treasury Department in confer- 
ences with ANA representatives, at the 
outset of World War II, is still—without 
change—the official policy of the govern- 
ment from a tax standpoint. 

However, in these changing times ques- 
tions are bound to arise in some com- 
panies about whether proposed campaigns 
will be considered as ordinary and neces- 
sary business expenses and will, there- 
fore, be allowed as deductions before de- 
termination of net taxable income (prof- 
it). 

We are, therefore, providing you with 
all available accurate information from 
the authoritative sources which should 
be helpful to you in making such a de- 
termination should such a question arise 
in your company. 

At the present time no other or better 
guide than the 1942 letter confirming ANA 
discussions with the Bureau is available. 
This letter appears as Exhibit A (2) of 
this report. The Bureau's attitude toward 
such specific subjects as “increased ad- 
vertising costs,” “new products,” “added 
lines,” “new companies,” etc. are dealt 
with in detail. A careful scrutiny of this 
letter is recommended. 


Advance Rulings Usually 
Unnecessary and to be Disco 

It is suggested that advertisers avoid, 
wherever possible, requesting advance 
rulings from the Bureau of Internal Rev- 
enue on proposed expenditures for adver- 
tising. 

The staff of the Bureau is limited, and 
if a large volume of requests for such 
rulings should be received, it is probable 
that the Bureau would find it necessary 
to decline to issue such rulings in all cases. 

Obviously, where an advance ruling is 
requested by an advertiser, the corpora- 
tion’s expenditures for advertising are 
likely to be scrutinized when taken later 
as deductible expenditures on his tax re- 


from the Tax Standpoint 


This comprehensive review of the status of advertising from the 
tax standpoint should be of real service to all advertisers by 
helping them, during the current mobilization period, in making 
accurate and sound appraisals of Treasury policies in formu- 
lating and carrying out their advertising plans. It was developed 
by the Association of National Advertisers for its members and 
is reprinted here by permission of the ANA. 


turns—since the company, in requesting 
such advice, is stating in effect that its 
own management has doubts about 
whether the cost of a proposed advertis- 
ing campaign is an ordinary and neces- 
sary business exvense. 


Other Material Enclosed 

In addition to this statement and Ex- 
hibit A, both arrived at after discussions 
with Bureau officials, the following back- 
ground material for your guidance is at- 
tached. 

Exhibits B & C are the testimony of 
Secretary of the Treasury Snyder before 
the Senate and House Tax committees on 
the deductibility of business operating ex- 
penditures including advertising and in 
which the point is made that corporations 
should be allowed to continue to advertise 
even when goods are in short supply. 


Capitalization of Advertising 

Exhibit D (1) is the provisions of the 
new excess profits tax law setting forth 
the principles under which advertising and 
other good-will promotion—or a fixed 
percentage of such expenditures—may be 
capitalized as an investment but in that 
event cannot be taken as an operating- 
expense deduction. 

Exhibit D (2) is the official explana- 
tion of these provisions by the House 
Ways and Means Committee. 

Similar provisions were contained in 
the World War II excess-profits tax law, 
but the option to capitalize advertising 
was exercised by only a few companies— 
most of them industrial advertisers. 


Allowance of Trade-Mark 
Asset Values 

Exhibit E (1) is the provision covering 
allowance of good will, trade marks and 
trade-brands in determining the excess- 
profits tax credit on an invested-capital 
base (an optional alternative procedure 
to the determination of excess-profits tax 
liability on the basis of 1946-1949 earn- 
ings). 

Exhibit E (2) is the official explanation 
of this provision by the Joint Congres- 
sional Committee on Internal Revenue 
Taxation. 


Entertainment and Similar 

Promotional Expenditures 
Sometimes the Bureau of Internal Rev- 
enue finds included in corporate tax re- 
turns as “advertising” such items of ex- 
pense as entertainment of customers, 
maintenance of hotel suites for company 
officials and guests, ceremonies such as 


christenings of ships, award presentations 
and the like. Provided these are in fact 
ordinary and necessary business expenses, 
they are allowed even though incorrectly 
classified as advertising. 

However, when the Bureau field audi- 


tors find these items listed as advertising, ¥ 


they do request that they not be so classi- 
fied by the taxpayer in the future. 

And certainly the inclusion of such 
items as “advertising” has resulted in not 
a little Congressional criticism of admiss- 
ibility of advertising both for tax pur- 
poses and as a cost of performing military 
contracts. 

In fact, most of the Congressional crit- 
icism of tax and military policies with 
respect to advertising have been directed 
at those sorts of promotional expenditures. 

Therefore, from these standpoints as 
well as for other sound reasons, it would 
seem desirable to eliminate so far as 
practicable the carrying of expenditures 
of these sorts on your company books as 
advertising. 


Congressional Questioning 
of Advertising Policy 

A few members of Congress have re- 
cently studied the possibility of a less 
tiexible definition, or formula, than the 
“rule of reason” in order to curb advertis- 
ing abuses both from the tax and mili- 
tary-contract standpoint. 

At this writing it seems unlikely that 
any change will soon be made by Con- 
gress with respect to treatment of adver- 
tising for tax purposes—unless abuses be- 
come widespread or unless sellers of ad- 
vertising seek to exploit the tax situation 
as an argument for unwise liberality in 
spending by their customers—the adver- 
tisers. 


Admissibility of Advertising 
in Military Contracts 

As soon as practicable you will receive 
a similar round-up from ANA of all 
pertinent material available on the sub- 
ject of admissibility of advertising as a 
cost of performing military contracts and 
in contract renegotiation. 

The renegotiation laws are now in the 
process of revision by Congress, and ANA 
is keeping informed of developments. But 
it may be a few weeks before the law is 
enacted and an accurate perspective can 
be given. 

In the meantime the policy set forth in 
the ANA letter of July 24, 1950 is still the 
current policy in renegotiation. That poli- 
cy was adopted by the Munitions Board 


after a presentation made by ANA in 
1948 setting forth the need for such a poli- 
cy with respect to advertising under con- 
ditions of only partial mobilization of in- 
dustry, which was the condition anticipat- 
ed by the Military Establishment at that 
time. It has always been recognized by the 
Military Establishment that these rules 
may be subject to change in the event of 
mobilization of entire industries in whole 
or in part. 

During hearings on renegotiation be- 
fore the House Ways and Means Com 
tee, which is soon to report a renege 
tion revision bill, several questions 
raised by Congressmen with respect}to 
the policy on advertising. 

But until Congress determines the 
principles for future renegotiation in 
revision of the law, the Military Es 
lishment is not in a position soundl 
revise its policies in keeping with 
stepped-up mobilization program. 


Exhibit A (1) 


Deductibility of Advertising Under 
The Corporate Income Excess 
Profits Tax Laws 

1. Treasury Policy Allows Good Will 
vertising in Reasonable Amounts 
Deductible Expense. 

2. Complaints about Advertising 
sidered on Their Merits. 

3. Consideration When Labor Relat 
Advertising is Questioned. 

4. “Ideological” Advertising 
Matters in the Area of Political C 
troversy May Be Disallowed. 

5. Supreme Court Approval of Contribu- 
tion to a Business Association Engaged 
in “Ideological” Advertising as a De- 
ductible Expense. 

6. Rules on Contributed Advertising and 
Other Contribution to Government 
and Welfare Organizations. 


Deductibility of Advertising Before 
Determination of Corporate 
Tax Liability 

There is no indication that the Treas- 
ury Department plans any change in its 
policy or regulations allowing advertis- 
ing as a business expense deductible be- 
fore computing net corporate income for 
income and excess profits tax purposes 

Secretary Snyder's presentation of the 
matter in connection with the excess- 
profits tax proposal before the Congres- 
sional Tax Committee is attached. 
(Exhibit B) 


Treasury Policy on Deductibility 

The Treasury's policy with respect to 
deductibility of advertising is spelled out 
in a published ruling issued by the Bu- 
reau of Internal Revenue in 1942 after 
conferences with ANA officials. (Ex- 
hibit A (2) ) This igs still in force. No ad- 
ditional ruling or general interpretation 
has been issued since nor is any contemp- 
lated by the Treasury. 

The statement of which the ruling is a 
condensation was issued under Section 
23 (a) of the Internal Revenue Code, 
which defines “ordinary and necessary 
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HE wide open spaces of the Kansas wheat country is an 
apt location for the Dillon Markets’ giant grocery ware- 


house ... for it was built primarily by catering to rural trade. 


The big-tonnage Dillon operation has grown to 25 units in 35 
years .. .now enjoys a $20-million annual volume . . . and more 


markets (like the newest pictured below) are planned for the 


Today 52% of all big volume grocery stores are in communities 
of 25,000 or less—for operators like Dillon know the big grocery 


customers come from America’s small towns and farms. 


There is no rural distribution problem today. There is a rural 


selling opportunity . . . to increase tonnage by supporting the 


grocers of Rural America with advertising—in the right 


is 350-Car_ 


rich farm country which nourishes the chain. 


NEWEST DILLON MARKET in Garden City, Kansas (pop. 10,000) drew 10,000 customers to opening 
last fall. Store has 100 ft. frontage, parking space for 100 cars, 16,000 sq. ft. of floor space inside. 


3,000 NATIONALLY ADVERTISED ITEMS are backed by aggressive Dillon advertising in local news- 
papers and RFD mailings. Every item must justify its shelf space by sales registered at six checkout counters, 


amounts, placed in the right media. 


FARM CUSTOMERS come from 8800 sq. mile area with 7,000 farms, account for over half of store’s volume 
now running at $1,250,000 annual rate. Entire farm family comes to shop Dillon's together. 


PRE-PACKAGED MEAT CASES 60 ft. long; 70 ft. cases of frozen food, frozen fish, dairy and poultry; 


* pe : 


similar sections for fresh produce and bakery goods reflect wide range of farm family buying today. 


FARM FAMILIES ARE PREFERRED CUSTOMERS THROUGHOUT RURAL AMERICA 


Modern farm families like the Sawyers—Country 
Gentleman subscribers of Missouri- are the kind 
of customers every dealer wants. They are virtually 
identical with urban families in bind of grocery 
items bought. In quantity, they are better cus- 
tomers, with more diners eating bigger meals more 
often at home. 


Mrs. Belden—-Country Gentleman reader of 
Massachusetts typifies today’s farm wife. She 
no longer takes kindly to unnecessary drudgery, 
buys ready-to-serve items such as bakery goods 
and quick-to-fix items such as ready mixes. Less 
than 5% of the farm family's food is home- 
produced today. 


$200,000 volume country supermarket is owned 
by Merl Boysen, Country Gentleman subscriber 
of Michigan. “I'm amazed at the amount of 
packaged groceries we sell to farm people,” he 
says, “or would be if I didn’t realize so many 
farmers now specialize in certain crops and find it 
economical to buy most foods.” 


This grocer serving Mrs. Cane—Country 
Gentleman reader of New Jersey—is like thou- 
sands of successful country independents today. 
Entirely dependent on local farm families, he holds 
their trade with friendly personal service and by 
stocking the goods they want—known brands of 
high quality. 
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This warehouse stores 350 carloads— 350,000 cases—of packaged groceries alone 
needed to supply the 25 Dillon Markets of agricultural Western Kansas. With stock 
turning over every || days, stores get two to three deliveries weekly from Dillon's 


fleet of trucks. Other facilities supply fresh baked goods and produce daily. Produce 
\ operation exceeds 1,000 cars annually 


“Catering to rural families is the back- 
bone of our success. We bid for rural 
customers because they are big grocery 
buyers who prefer top-quality mer- 
chandise. Manufacturers who want to 
give real support to operators like us 
should put their sales messages before 
the better-buying rural families as 
well as those in the cities.” 


—Ray E. Dillon, President 
J. S. Dillon & Sons Stores, Inc. 


Warehouse on a Prairie? 
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of these homes: 
ah advertising. nationwide survey 


Read more, used more, liked more 
by 2,300,000 prosperous families 
throughout Rural America. 
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business expenses" as deductible items. 


(The statement is attached.) 


Among other things, the ruling rec- 
ognizes as a iegitimate expense advertis- 
ing by corporations engaged in military 
production for the purpose of preserving 
good will, This includes, it states, adver- 
tising of savings bonds, conservation, 
salvage, and the use of advertising and 
advertising techniques for employe morale 
purposes, and other non-product promo- 
tional uses of advertising—provided the 
advertising bears a reasonable relation- 
hip to the business in which the corpora- 
tion is engaged and to the preservation of 
ts good will. 


Complaints about Advertising 

From time to time complaints have been 
made questioning the deductibility of ex- 
penses for specific advertising campaigns. 

Careful consideration is given by the 
Internal Revenue to every 
complaint received from the standpoint 
of whether the advertising is an ordinary 
ind necessary business expense bearing a 
easonable relationship to the business in 
which the taxpayer is engaged. 

In each case the question of whether 
to challenge or disallow the advertising 
complained of is decided on its merits. 

The Bureau's actions in this respect do 
not become a matter of pubtic record—be- 
img « private matter between the govern- 
ment and the taxpayer—unless the corp- 
OPation appeals to the courts (tax courts 
of federal district court, at the taxpayer's 
opt: nm) 

No such cases involving advertising in 
if usual sense have been appealed in the 
past decade 

This does not mean that corporate ad- 
V@rtising expenditures are not in some 
ifstances being disallowed in whole or in 
part. Usually the matter is ended by ne- 
GOtiation between the taxpayer and the 
Bereau 

Most of the complaints received have 
had to do with labor relations or “ideo- 
I@gical” advertising 


Bureau of 


Labor Relations Advertising 

Complaints about labor relations ad- 
veértising have had to do mostly with ad- 
v@rtising by corporations on strike issues 
of collective bargaining elections 

In determining whether such advertis- 
ing is a deductible expense, considera- 
tion is presumably given to the fact that 
labor unions are not subject to taxation 
and therefore their promotion in regard 
to the same issues cannot be challenged. 

The Bureau, however, has no stated 
veneral policy on this matter and consid- 
ers each case on its own merits. 


“Ideological” Advertising 

instances “ideological” adver- 
tising by corporations—that is, advertis- 
ing involving matters in the area of politi- 
may not be deductible 
inasmuch as the Bureau's regulations pro- 


In some 


eal controversy 


vide 
“Sums of money expended for lobby- 
ing purposes, the promotion or defeat 
of legislation, the 
including 


exploitation of 
propaganda, advertising 
other than trade advertising, and con- 
tributions for campaign expenses are 
not deductible from gross income in 
wriving at net income upon which 
the tax is computed.” 29.23 (q) 1- 
Regulation 111 
The constitutionality of this rule was 
upheld by the Supreme Court in Textile 
Mills Securities Corp. v. Commissioner of 
Internal Revenue (314 US 326) - the 
court stating that rule is “plainly valid 
and that “the argument 


and applicable” 
that it is invalid lacks substance 


“Ideological” Advertising by 
Business Associations 
Dues paid by corporations to business 
associations are also deductible by corp- 
orations as ordinary and necessary busi- 
ness expenses under Section 23(a). 
In the Addressograph-Multigraph Corp- 


oration case, the Commissioner of Internal 
Revenue disallowed dues paid to the Na- 
tional Industrial Information Committee 
in connection with its conduct of an ad- 
vertising campaign setting forth the aims 
and objectives of business management 
generally. 

However, the Supreme Court reversed 
the Commissioner in an opinion by Mr. 
Justice Douglas holding— 

The purpose of the National Industri- 

al Information Committee of NAM 

was to correct unsympathetic public 
opinion against a group to which the 
taxpayer belonged—resulting from 
attacks upon industry because of un- 
employment during the depression— 
and contributions are deductible. 
(Italics ours) 
(147 Dec. 14, 378 M—1945) 


Contributed Advertising and 
Contributions to the Government 
and Non-Profit Foundations 

Section 23(q) of the Internal Revenue 
Code permits deductions by a corporation 
(up to 5% of net income) for contribu- 
tions and gifts to (1) the U. S. govern- 
ment or political subdivisions; (2) com- 
munity chests and bona fide non-profit 
foundations for religious, charitable, sci- 
entific, veteran rehabilitation service, lit- 
erary or other educational purposes or 
prevention of cruelty to children no sub- 
stantial part of the activities of which is 
carrying on propaganda, or otherwise at- 
tempting to influence legislation; (3) 
veterans’ organizations; (4) The United 
Nations (Italics ours). 

Rarely is advertising by a corporation 
on behalf of government or welfare or 
educational objectives claimed as a gift- 
deduction under this section. This is be- 
cause if such advertising bears a corpor- 
ate signature, it is deductible under Sec- 
tion 23(a) as an ordinary and necessary 
business expense under the “rule of rea- 
son,” as already noted. 


Exhibit A (2) 


Letter Confirming ANA - Bureau of 
Internal Revenue Discussions in 1942 
August 21, 1942 
Mr. Guy T. Helvering 
Commissioner of Internal Revenue 
Washington, D. C. 


My dear Mr. Helvering: 


First let me express our thanks at the 
very pleasant conference in which rep- 
resentatives of the Bureau clarified for us 
a number of points relative to the matter 
of the deductibility of advertising expense 
on corporate income tax returns. This 
letter will confirm the principal points 
which we ciscussed, ard the following 
represents tie clarification of those points 
as agreed w by the Bureau of Internal 
Revenue. 


General Advertising Policy 
The Treasury Department and the Bu- 
reau of Internal Revenue fully appreciate 
the important part advertising plays in 
our national economy and there is no in- 
tention to restrict reasonable and normal 
advertising by disallowing it as a de- 
ductible expense. This was attested to by 
Secretary Morgenthau in testifying before 
the Joint Congressional Comittee on Tax- 
ation when he said: 
“The test of whether expenditures 
for advertising are deductible is 
whether they are ordinary and neces- 
sary and bear a reasonable relation 
to the business activities in which the 
enterprise is engaged. This is not in- 
tended to exclude institutional adver- 
tising in reasonable amounts or good 
will advertising calculated to influ- 
ence the buying habits of the public 
If such expenditures are extravagant 
and out of proportion to the size of 
the company or to the amount of 
its advertising budget in the past, or 
if they are not directed to public pat- 
ronage which might reasonably be ex- 


ate 
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least say, “Won't you please—? 


weigh. 


The Creative Mans Corner 


This might be called our Winter Travel Section. All these ads appeared in 
one issue of Holiday. Each was placed there to intrigue you to a particular 
location—or to travel via a specific means. How well do they do this? And 
what kind of appeal is best in travel advertising? 

Well, let’s see how the experts attempt it. “More Fun in ’51 in Minnesota,” 
says one ad. “For Family Fun Vacation in Montana,’ 
they mean fun? In an article on Minneapolis and St. Paul, the editors of 
Holiday show a bevy of bosomy beauties getting ready for the Aquatennial, 
with the caption: “The Aquatennial—color, comedy and curves.” This a person 
can understand and make up his mind about. 

There is also the “we” approach—“We had a wonderful time in Washington 
State” and “We discovered Alaska with all its adventure and romance.” 
Washington State also claims “it’s COOL, it’s GREEN, it’s GREAT!” So’s a Creme 


There also seems to be the imperative approach—“Cruise in Luxury to the 
exotic West Indies and South America” and “Come to Britain in Festival 


Year.” Since these people are soliciting your business, you'd think they'd at 


Tucson, Fiorida and E) Paso all use the sunshine approach. Tucson claims 
it has “MORE sunshine than any other resort city’ 
“mMoOsT winter sun in the U. S. A.” Florida says that “Winter’s Brightest Sun 
Shines in Florida”—which may or may not be true, but at least it’s translated 
in terms of getting sunburned, which is a specific and personal appeal. 

Canada says that “Each Day is a New Adventure in Canada”—which is 
definitely not specific. Contrast this with Holiday’s caption to an article on 
Peru: “BARGAIN PARADISE—In dollar-short Peru an American can lead a spend- 
thrift’s life on a pinchpenny’s budget.” Or BOAC’s statement—‘“Around the 
world in as little as 7 days or as long as a year $1700.” Or Holland-America’s— 
“Sail on the Larcest Cruise Ship—Nieuw Amsterdam—to the West Indies and 
South America.” These provide something real and specific to consider and 


And so, in its physical presentation, does the French Line ad. There is no 
big ship here, but what you do see gives you a distinct and individualistic 
impression about the French Line that is extremely important in making up 
your mind. Could it be that too much travel advertising is trying to cover too 
many bases at once—and failing to leave a single, outstanding impression? 


. 


says another. What do 


while El Paso says it has 


} 


‘ 
‘ 
‘ 
) 
pected in the future, such pay- 
ments will be disallowed” (Italics 
ours). 
Duties of the Bureau 
The Internal Revenue’ Bureau is 


charged with the responsibility of collect- 
ing federal taxes, among which are the 
income tax and the excess profits tax. It 
is governed by statute and expects full 
cooperation from the taxpayer whereby 
the government receives its full share of 
taxes. Thus it is the duty of the Bureau, 
particularly in view of excess profits tax, 
to prevent abuses and attempts to avoid 
the high tax rate. The Bureau has full 
power to disallow unreasonable expenses 
for tax purposes. 


Increased Advertising Costs 
The Bureau recognizes that advertising 
costs have been forced upward by reason 
of increased space and time rates, in- 


creased cost of printing, engraving, art 
work and other advertising production 
costs. In this connection, the Bureau sug- 
gests that advertisers keep their cost rec- 
ords as complete as possible. 


Increased Need for Advertising 

The Bureau recognized that in many 
cases the rationing of gasoline and tire 
restrictions have cut down on the number 
of frequency of calls salesmen can make 
on dealers and that this has thrown an 
added burden on advertising since ex- 
penditures for direct mail and dealer 
house organs must be increased to keep 
necessary contact with wholesalers and 
dealers. This also affects the cost of in- 
stallation of displays formerly handled 
by salesmen. 


Salvage Campaigns 
Many advertisers are using a large part 
of their appropriations and, indeed, have 
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increased them, for the purpose of salv- 
aging materials necessary for the war 
effort, such as fats and grease, iron, steel, 
non-ferrous metals, rubber, etc. The Bu- 
reau recognizes that such advertising ef- 
forts, if they bear a direct relation to the 
business carried on by the corporation, are 
essential to obtain raw materials and are, 
therefore, a normal business expense. As 
such they will be deductible if made with 
a reasonable expectation that the corpora- 
tion’s business will be benefited by an in- 
crease in materials essential to its opera- 
tions. The Bureau further recognizes that 
such use of advertising is normal under 
abnormal conditions, conditions which 
have never before existed. 


New Products 

Priorities, the cutting off or curtailing 
of imports, and new research have re- 
sulted in some manufacturers bringing 
out new products. In other cases substi- 
tutes have had to be made. In these cases, 
the manufacturer must inform the public 
and the trade through advertising in jus- 
tice to himself, his dealers and the con- 
sumer. The Bureau does not question this 
and will take into consideration all nor- 
mal factors incident to launching a new 
product. Such expenditures which are 
reasonable in amount, taking into con- 
sideration the facts in each case, will be 
allowed as deductions for federal income 
tax purposes. 


Added Lines 

In certain instances, manufacturers, in 
order to keep their dealers in business, 
have been supplying them with alternate 
products. For example, a rubber manu- 
facturer, to aid his dealer outlets, has 
added such items as luggage, tools, sports 
equipnent, furniture, etc. to replace 
tires no longer available. The Bureau 
recognizes that such a manufacturer must 
merchandise these to the dealer and the 
public through advertising. Expenditures 
for this purpose which are reasonable in 
amount taking into consideration the facts 
in each case will be allowed as deduc- 
tions for federal income tax purpose. 


Changes in Buying Habits 

Some manufacturers, because of pri- 
orities, must attempt through advertis- 
ing to change buying habits. Curtailment 
of the use of metals has meant the elim- 
ination of many types of containers, or 
small size packages, etc. For example, bev- 
erage manufacturers, because of the short- 
age of plate for bottle caps, must try to 
educate the public to use large instead of 
small size bottles 
that 
tures 


The Bureau recognizes 
this calls for advertising expendi- 
Such expenditures if reasonable in 
amount taking into consideration the facts 
in each case will be allowed as deduc- 
tions for federal income tax purposes 


Advertising to Speed War Production 

Many companies are using advertising 
and advertising technique to speed the 
war effort among their own employes. So 
far this has been directed at one objec- 
tive—to convince the shop and office 
worker that he is part of the all-out war 
effort; hence that carelessness and in- 
efficiency, unnecessary absences and ac- 
cidents on the production front are detri- 
mental to the men on the fighting front 
To accomplish this job, posters, banners, 
house organs, local newspaper advertis- 
ing, direct mail, local window displays, 
motion pictures, spot radio, and many 
other advertising devices have been used 
Undoubtedly, many companies will call 
on advertising to do a similar job in 
furthering the sale of war bonds through 
the payroll-deduction plan. The Bureau 
recognizes that the expense incident 
thereto is a justifiable one so long as it 
is reasonable, whether that expense is 
listed as a production or a selling (adver- 
tising) cost. 


New Companies 
Since the war began, certain new com- 
panies have come into being and have in- 


vested many thousands of dollars in plant 


equipment for the production of war ma- 
terial. As long as the war lasts, they will 
have nothing at all to sell the public. 
Those companies deem it but good vvsi- 
ness practice to advertise so that when 
the war ends and they turn to peace-time 
preduction, the public will be familiar 
with their names and hence their plant 
investment may be protected. The Bu- 
reau recognizes that advertising by such 
companies is a proper deductible expense 
so long as such expenditures are reason- 
able. As Secretary Morgenthau has said: 
“The test of whether expenditures for ad- 
vertising are deductible is whether they 

.. bear a reasonable relation to the busi- 
ness activities in which the enterprise is 
engaged ....If such expenditures are ex- 
travagant and out of proportion to the size 
of the company ....or if they are not di- 
rected to public patronage which might 
reasonably be expected in the future such 
payments will be disallowed.” 


In General 

It is, of course, impossible for the Bu- 
reau to lay down a definite rule in advance 
which will fit all situations. In general 
and as Secretary Morgenthau has indi- 
cated, the Bureau will be rational and 
fair, recognizing that advertising is a 
necessary and legitimate expense of doing 
business as long as it is not carried on to 
unreasonable extent or becomes an ob- 
vious attempt to avoid tax payments. This 
principle applies whether the company 
has no government contracts, whether it 
is selling both to government and to con- 
sumers or industry, whether it is wholly 
converted to war production, whether it is 
a new company selling only to govern- 
ment, or whether it is a new company 
selling te government and industry. 

The Bureau has no desire to be arbi- 
trary but it will, of course, uphold the 
statutes. Its collectors will, in each indivi- 
dual case, examine the records and act 
accordingly. If an advertiser feels that 
decision of the collector is wrong, the bur- 
den of proof of that fact rests upon him 
He can, of course, appeal the decision if 
he feels an injustice has been done. 


Advertising for the Government 

Under Section 23 (0) of the Code, an 
individual may make a gift to the govern- 
ment and deduct that gift from his in- 
come tax. Section 23 (q), however, refer- 
ring to corporations, omits this provision. 
There is, therefore, no provision in the 
law for allowing as a deductible expense 
monies or time or space given directly to 
the government for advertisements signed 
solely by a government bureau or depart- 
ment.* If, on the other hand, advertise- 
ments featuring the sale of War Bonds, 
conservation, nutrition or other govern- 
ment objectives are clearly signed by a 
corporation, such as “This space donated 
by the John Jones Co., manufacturers of 
Jones’ vitamins,” the advertisement will 
be considered as an institutional or good 
will advertisement of the manufacturer 
and hence, deductible, provided, of course, 
that the expenditure is reasonable and 
not made in an attempt to avoid proper 
taxation. 


“Advertising” 

By “advertising,” the Bureau includes 
all forms of advertising recognized by the 
industry of which the individual company 
is a part, such as a newspaper, periodical, 
business paper, radio, car card, outdoor, 
display, motion pictures, house organs, di- 
rect mail, etc. 


Advance Rulings in Individual Cases 

In view of the foregoing matter, the 
Bureau feels that applications for rul- 
ings in advance on advertising expendi- 
tures of specific companies should be nec- 
essary only in most unusual circum- 
stances. If an advertiser will follow the 
rules laid down, he should have no diffi- 
culties in determining whether a given 
advertising expense is justifiable or not. 

The Bureau will consider applications 
for individual rulings on specific items 
but the advertiser should realize that no 


obligation rests upon the Bureau to render 
such rulings, that the Bureau is busy with 
an unusual volume of work, and that, in 
general, it believes such rulings will be 
unnecessary in the light of information 
put forth in this letter 


In conclusion 

May we again offer the cooperation of 
the Association of National Advertisers to 
the Bureau on all questions on which we 
may be of help 
Yours sincerely, 
Paut B. West 

President 

*Note: Section 23 (q) now permits such 
contributions up to 5% of the taxpayer's 
net income. (See Exhibit A.) 


Exhibit B 


Excess-Profits Tax Bill Hearing 
Excerpts Relating to Deductibility of 
Business Costs, including Advertising, 
from Statement and Examination of Sec- 
retary of the Treasury John W. Snyder 
before the Senate Committee, 
December 4, 1950 
Summary: Secretary Snyder's request to 
the Senate Finance Committee for 
guidance with respect to the policy 


(signed) 


Finance 


on advertising was followed by state- 

ments from committee members that 

not be 
fered with in continuing to advertise 
to maintain their markets even 
when goods are in short supply. 

Secretary Snyder: It would be a grave 
omission for me to pass over one of the 
most pervasive criticisms which will con- 
front you in considering this bill. 

I refer to the view frequently expressed 
that this type of tax must inevitably en- 
courage wasteful and extravagant expend- 
itures and stimulate, rather than retard, 
inflation. This claim rests on the assump- 
tion that the profits tax will induce busi- 
ness men to make expenditures solely be- 
cause most of the burden will be borne by 
th Government through a reduction in the 
revenue collected 

Whether this profits tax will encourage 
uneconomical spending will depend in 
part on the spirit with which business 
approaches its task in this emergency. 
Consideration of the argument cannot be 
limited to tax calculations alone. Clearly 
the entire range of principles governing 
business decisions is of more fundamental 
importance. No tax law, however care- 
fully framed, can assure full 100% co- 
operation of business in the national ef- 
fort 

Our experience with the wartime law 


corporations should inter- 


indicates that the practice of wasteful ex- 
penditures was less widespread than sup- 
posed. Established business organizations 
were generally more concerned with ob- 
serving efficient and economical proce- 
dures essential to their continued success 
than with exploiting temporary wartime 
advantages. There were exceptions then, 
as there will be now, which tax adminis- 
tration must strive to prevent 


e Senator Eugene D. Millikin, (R., Colo.) 
How are you going to do that, Mr. Secre- 
tary? 

Secretary Snyder: The experience 
gained during the last war will enable the 
Bureau of Internal Revenue to segregate 
reasonable from unreasonable deductions 
more effectively. To support this effort, 
your committee may wish to consider the 
desirability of Congress making it clear 
that it intends unnecessary and unreason- 
able expenditures to be disallowed for 
tax purposes. 

Senator Millikin 
Bureau vast 
cision 

Secretary Snyder. It would give the Bu- 
reau and taxpayers the understanding 
that Congress intends unreasonable ex- 
penditures to be disallowed. Of course 


That would give the 


powers over business de- 


the tax courts would also give consider- 
ation to the reasonableness of those de- 
ductions 


@ Senator Millikin: There is some ques- 
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tion as to whether the tax courts should 
be empowered with too much control over 

I was really thinking 
How can we stop main- 


business decisions 
in reverse terms 

taining an unnecessary headquarters in 
Washington, for example, and all sorts of 
expenditures of that general type? How 
can that be disallowed administratively? 

Secretary Snyder: If upon investiga- 
tion it was found that there is an unneces- 
sary expense in connection with the op- 
eration of the corporation, I think it 
should be disallowed. Such expenditures 
would not be productive of real benefits 
to the defense program 

Senator Robert A. Taft, (R., Ohio): 
What is reasonable and unreasonable ad- 
vertising—who can tell? 

Secretary Snyder: There has to be some 
leeway. If a company suddenly starts ad- 
vertising, taking materially more space— 

Senator Taft (interposing): There is a 
tremendous leeway of purely individual 
are substituting the 
judgment for the business 
man’s judgment in that field, if you un- 
dertake to limit advertising 


judgment and you 
Treasury's 


s Secretary Snyder: You would be if you 
attempted to cut back beyond what they 
normally might spend, as to the space and 
the type of advertising, but if they sud- 
denly double it 

Senator Taft (interposing again): They 
tried to do that the last time, to try to cut 
it back from what they had been doing; 
they said it was unreasonable in time Of 
war. They said you do not have any prab- 
lem of selling, ought not to have any a@- 
vertising. That was the position of some 
of the Treasury people at least i 

Mr. Kirby: The test of ordinary aid 
necessary expenditures is in the law now 

Senator Taft: If you have, for instange, 
a market, if you have no trouble selliig 
your goods, you ought to stop advertising? 

Secretary Snyder: It is not correct fo 
say that a taxpayer should not contin 
advertising 

Senator Taft: 1 do not think the Treag- 
ury ever applied that rule t 
@ Senator Millikin: That is the more ro 
son they should keep their name bef@e 
the public as they lose their market. 7 

Secretary Snyder: i am in accord wih 
that. | know you have to keep your na 
before the public if you are to keep yagr 
markets. If there are instances where . 
Treasury has attempted that, we will c@- 
tainly look into the matter : 

Senator Taft: In one case the Treasu®y 
disallowed a bonus to employes and said 
that a man who got more than $5,000 for 
working a machine was getting an un- 
reasonable sum, and any bonus paid to 
him over that was unreasonable. I think 
they finally backed down, but that was 
their position. 

Secretary Snyder: With 60,000 em- 
ployes we are going to have exceptions 
as you do in the legal profession and we 
are going to have to watch those things 

Senator Taft: What I object to is giving 
the Treasury any more power. It seems 
to me that if you cannot frame a tax 
which cannot be done without that kind 
of discretion you ought not have the tax 
That is the suggestion that I am trying to 
make 

Secretary We feel that with 
of the Congress, the 
test can be equitably and properly applied 
and the excessiveness can be eliminated 
to a great extent 


Snyder 


the moral support 


es Senator Taft 
You say, 


You put it rather mildly 
Your committee may wish to 
consider’. We may not wish to consider 
I do not object to the statement 
Secretary Snyder: 1 chose the words 
very carefully, Senator. 
Senator Millikin: Mr 


you consider 


Secretary, do 


that you can, basically 


speaking, have a fair excess profits tax 


without going to one of the two alter- 
natives, general controls, or 
vesting the administration with enormous 
control to disallow deductions for ex- 


penses? Are you more or less driven to 
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one or the other? 

Secretary Snyder: This type of tax is a 
most difficult tax to administer and it is 
subject to many inequities. We have all 
agreed that that is true. In peacetime I 
have taken the stand that I do not think 
this sort of tax is an appropriate tax, but 
we are faced with an unusual situation 
today.... 

....We think that in the suggestions 
that the Joint (Congressional tax) Staff 
and the Treasury Staff made to the House 
Ways and Means Committee many in- 
equities of the World War II law and 
many of the difficulties of administra- 
tion have been removed. 


Exhibit C 
Excess-Profits Tax Bill Hearing— 
House of Representatives 


Excerpts Relating to Deductibility of 
Business Costs, including Advertising, 
from Examination of Secretary of the 
Treasury John W. Snyder and Staff before 
the House Ways and Means Committee, 
November 15, 1950. 

Summary: In testifying before the 
House Ways and Means Committee, 
Secretary Snyder and other Treasury 
officials outlined the extent of their 
authority to allow or disallow ad- 
vertising and other expenditures. 

Mr. Daniel A. Reed (R., N. Y.): Mr. 
Secretary, do you believe that an excess- 
profits tax is more inflationary than a 
straight corporation increase? 

Secretary Snyder: An _ excess-profits 
tax has to be carefully policed. In the 
Mght of our experience in past adminis- 
tRation, the Internal Revenue Bureau is 
going to give much more careful scrutiny 

allowable expenses and items of that 
et that develop during the administra- 
tion of the new profits-tax law... 

_ Mr. Richard M. Simpson (R., Pa.): You 
mentioned earlier that allowable expend- 
ifures would be carefully scrutinized if 
they are to be charged to operations. 
| Now, just what authority does the 
Treasury have now with respect to those 
@xpenditures with reference to salaries? 
We discussed that this morning. 

Secretary Snyder: The Bureau can de- 
termine what are reasonable expend- 
ftures. They have an historical back- 
ground of what the corporation, if it has 
been in operation, has been using for cer- 
tain expenditures, and if it does not have 
a background on that corporation, then 
it has the background of the average of 
other corporations, so there is a way of 
approaching that, and the law says that 
you will allow reasonable expenditures. 


es Mr. Simpson: I do not question what 
you say. I do not know. I seek informa- 
tion. 

Do you have authority to determine the 
reasonableness with respect to salaries 
that a corporation pays its officers today? 

Mr. Thomas V. Lynch, General Counsel, 
Treasury Department: Yes. 

Mr. Simpson: Do you have it with re- 
spect to the advertising that a corporation 
buys? 

Mr. Lynch: Yes. 


s Mr. Simpson: Do you have it with re- 
spect to the expenditures involved in 
selling their product? 

Mr. Lynch: Yes—necessary and ordi- 
nary expenses. 

Mr. Simpson: Do you have it in con- 
nection with their merchandising meth- 
ods? 

Mr. Lynch: I think there is quite a dif- 
ference of degree in that. 

Mr. Simpson: Do you have it with re- 
spect to operating their business? 

Mr. Lynch: Generally, no. 

Mr. Thomas E. Martin (R., Iowa): On 
salaries it is “reasonable,” and on other 
expenses it is “ordinary and necessary.” 
The courts have said that that also means 
“reasonable.” 


Exhibit D (1) 


CAPITALIZATION OF ADVERTISING 
The Excess Profits Tax Act of 1950 

AN ACT to provide revenue by imposing 
@ corporate excess profits tax and for 
other purposes. 

SEC. 451.CAPITALIZATION OF ADVER- 
TISING, ETC., EXPENDITURES 


(a) ELECTION TO CHARGE TO CAPITAL AC- 
count. For the purpose of computing the 
excess profits tax credit, a taxpayer may 
elect, within six months after the date 
prescribed by law for filing its return for 
its first taxable year under this subchap- 
ter, to charge to capital account so much 
of the deductions for taxable years in its 
applicable base period on account of ex- 
penditures for advertising or the promo- 
tion of good will, as, under rules and 
regulations prescribed by the Secretary, 
may be regarded as capital investments 
Such elections must be the same for all 
such taxable years, and must be for the 
total amounts of such expenditures which 
may be so regarded as capital investments. 
In computing the excess profits credit 
no amount on account of such expend- 
itures shall be charged to the capital ac- 
count: 

(1) For the taxable years in the base 

period unless the election authorized in 

this subsection is exercised, or 

(2) For any taxable year prior to the 

beginning of the base period. 

The election provided by this subsection 
shall be available with respect to expend- 
itures to establish, maintain or increase 
the circulation of a newspaper, magazine 
or other periodical notwithstanding the 
provisions of Section 204 (b) (2) of the 
Revenue Act of 1950. 

(b) EFFECT OF ELECTION. - If the tax- 
payer exercises the election authorized 
under subsection (a) - 

(1) The net income for each taxable 
year in the base period shall be considered 
to be the net income computed with such 
deductions disallowed, and such deduc- 
tions shall not be considered as having 
diminished earnings and profits. This 
paragraph shall be retroactively applied 
as if it were part of the law applicable to 
each taxable year in the base period; and 

(2) The treatment of such expend- 
itures as deductions for a taxable year in 
the base period shall, for the purposes of 
Section 450 (b) be considered treatment 
which was not eorrect under the law ap- 
plicable to such year. 


Exhibit D (2) 


SEC. 303. EXPENDITURES FOR ADVER- 
TISING AND GOOD WILL 

Section 23 (a) (1) (C) of the Internal 
Revenue Code (relating to expenditures 
for advertising and good will) is hereby 
amended to read as follows: 

“(C) Expenditures for Advertising and 
Good Will - If a corporation has for the 
purpose of computing its excess profits 
tax credit under Chapter 2E, or sub-chap- 
ter D of this Chapter, claimed the bene- 
fits of the election provided in section 733 
or section 451, as the case may be, no de- 
duction shall be allowed under sub-para- 
graph (a) to such corporation for expend- 
itures for advertising or the promotion of 
good will which, under the rules and reg- 
ulations prescribed under section 733 or 
section 451 as the case may be may be 
regarded as capital investments.” 


Exhibit D (3) 


OFFICIAL EXPLANATION - EXCESS 
PROFITS TAX ACT OF 1950 

House Report 3142 - from Ways and 
Means Committee - on H.R. 9827. 
SECTION 449 (Now 451) CAPITAL- 
IZATION OF ADVERTISING, ETC., EX- 
PENDITURES. 


Section 449 (now 451) permits a tax- 
payer, under certain limitations, to cap- 
italize expenditures for advertising and 
good-will promotion made in the base 


period which the taxpayer had previously 
deducted as an expense. Only expend- 
itures, which, under rules and regula- 
tions prescribed by the Secretary, may be 
determined to be in the nature of a cap- 
ital investment are allowed to be capital- 
ized. 

If a taxpayer makes an election under 
this section, its normal-tax net income 
for each base-period taxable year in 
which advertising and good-will expen- 
itures were deducted shall be recomputed 
as if that portion of such expenditures 
which is permitted to be capitalized had 
been capitalized in such taxable year. 
Hence, the net income for each such year 
will be increased by the amount of the 
deduction disallowed, and, in the case 
of a corporation electing the invested 
capital credit, the capitalized expenditures 
will be reflected in equity capital. 


sw Since the revenue laws applicable to 
each taxable year are retroactively 
amended by this section in order to make 
the election here provided govern the de- 
ductibility of advertising and good-will 
expenditure in such prior taxable years, 
the deductions taken are deemed to have 
been disallowed, and the taxpayer must 
pay the additional income tax which 
would have been due if the treatment in 
the prior income tax taxable year had been 
in accordance with the election provided 
for in this section, plus interest thereon. 
This prevents a taxpayer from obtaining 
the benefits of both a deduction and a 
capitalization with respect to the same 
item. (italics ours) 

If no provision or rule of law prevents 
correction of the effect of disallowing 
such deductions, any additional income 
tax, which would have been due if such 
deductions had been capitalized, will be 
collected as a deficiency for the particular 
base-period taxable year. If, however, 
correction of the effect of such treatment 
is barred, correction will be made by 
means of an adjustment provided in sec- 
tion 452. 


ea A taxpayer electing under this section 
must capitalize all such expenditures de- 
ducted for the base-period taxable years 
which may be regarded as a capital in- 
vestment. It is further provided that 
amounts allowed as a deduction on ac- 
count of such expenditures in taxable 
years prior to the base period may not, 
under any circumstances, be capitalized. 

In order to secure a treatment of ex- 
penditures for advertising and good-will 
promotion in taxable years subject to tax 
under subchapter D of Chapter 1, uni- 
form with the treatment accorded similar 
expenditures in base period years, sub- 
section (b) provides that a taxpayer 
which has elected to capitalize expendi- 
tures which it has shown to be properly 
considered capital investments, must 
capitalize for income and excess profits 
tax purposes any similar capital expendi- 
tures in subsequent taxable years. 

The election provided by Section 449 is 
available with respect to expenditures to 
establish, maintain, or increase the circu- 
lation of a newspaper, magazine or other 
periodical notwithstanding the provision 
of section 204 (b) (2) of the Revenue 
Act of 1950. 


Advertising Age, February 26, 1951 


Exhibit E (1) 


ALLOWANCE OF TRADE-MARK 
ASSET VALUES IN INVESTED 
CAPITAL CREDIT IN DETERMINING 
EXCESS PROFITS TAX LIABILITY. 


SEC, 441. RULES FOR DETERMINING 
EXCESS PROFITS TAX CREDIT 


For the purpose of this section, section 
435, section 437, section 438, and section 
440 -... 

(i) EFFECT OF INTANGIBLE PROPERTY ON 
DETERMINATION OF CREDIT—In the case of 
intangible property, the basis (unadjust- 
ed) and the adjusted basis for determin- 
ing gain upon sale or exchange shall be 
determined without regard to the value 
of the property as of March 1, 1913. For 
the uses of this subsection, the term “in- 
tangible property” means secret processes 
and formulae, good will, trademarks, 
trade brands, franchises and other like 
property. The provisions of this subsec- 
tion shall not apply in determining the 
amount of gain realized upon the sale, 
exchange, or other disposition of such 
property. 


Exhibit E (2) 


OFFICIAL EXPLANATION OF 

SEC. 441 (i) (ABOVE) IN 
MEMORANDUM OF JOINT 
CONGRESSIONAL COMMITTEE 

OF INTERNAL REVENUE TAXATION. 


As in the case of the World War II tax, 
the taxpayer is given the choice of the 
higher of two alternative basis, in determ- 
ining what proportion, if any, of its in- 
come is to be subjected to excess-profits 
tax. The primary credit is an average 
earnings credit, based on the average in- 
come for 3 out of the 4 years 1946 to 1949. 
The alternative is a credit based on a 
rate of return of investment capital... 

Under the bill the excess-profits credit 
of a corporation using the investment- 
capital credit is the sum of its invested- 
capital credit (reduced by an amount 
bearing the same relationship to the credit 
as its inadmissible assets bear to total 
assets) and its new capital credit. The in- 
vested-capital credit of a corporation in- 
cludes equity capital, retained earnings 
and borrowed capital.... 


® Definition of equity capital and re- 
tained earnings. Under the bill the equity 
capital and retained earnings of a corp- 
oration are generally determined by de- 
ducting from its total assets on its books 
at the end of the base period the sum of 
the liabilities on its books at the same 
time, plus any “recent loss” adjustment. 
(italics ours) 

The value of the assets is determined, 
in the case of all assets other than in- 
tangible assets, by taking their “adjusted 
basis for gain,” which is their cost or 
March 1, 1913 value, whichever is higher, 
plus or minus subsequent adjustments 
in basis. The value of intangible assets is 
determined without regard to the value of 
the property as of March 1, 1913. Intangi- 
ble assets are defined as secret processes 
and formulae, good will, trademarks, 
trade brands. franchises and any like 
property. 


INDUSTRY, 1947-1929—In the map at the left, Russell T. Gray Inc., Chicago, shows the relationship of each 


state to others in relation to the value added by manufacture to industrial products. It was based on 


figures of the 1947 Industrial Census. The map at the right, prepared by the Gray agency in 1929 and 
based on Industrial Census figures of that year, shows surprisingly little difference. 
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| leads its field in advertising ! 


*Figures from Industrial Marketing, January, 1951 
** Figures from MoToR’s count 


HERE’S THE 1950 ADVERTISING RECORD 


MoToR’.............. 1904 pages 
| Motor Service® surncs .... . .1724 pages 
Motor Age’........... . 1320 pages 
Automotive Digest’* ..... . 1008 pages 


MOTOR LEADS WITH 


| MORE ADVERTISING PAGES 
| MORE ADVERTISERS 
MORE ADVERTISING REVENUE 


: MoToR’s Advertising Leadership stems from 
MoToR’s Editorial Leadership 


MoIOR 


(FOUNDED 1903) 


The Automotive Business Magazine 


250 W. 55th St., New York 19,N.Y. 


@ 


WESTERN OFFICE 

326 West Madison St., Chicago 6, lll, FRanklin 2-0640 
DETROIT OFFICE 

1712 Fisher Bidg., Detroit 2, Mich., TRinity 1-2230 


PACIFIC COAST 
816 West Sth St, Los Angeles 17, Cal., Mutvol 6335 


ADVERTISERS BUY MoToR BECAUSE IT SELLS GOODS 
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. Final Notice 


This is your final opportunity to protect yourself in all 1951 
issues of the new HUNTING & FISHING .. . present 
$1,750 B & W page rate remains in effect for all orders 
placed prior to March 5th, 1951, after which new $2,760 
B & W page rate goes into effect . . . prompt action means 
saving $1,010 on every 1951 page insertion . . . this means 
you can reach over one million active, receptive sportsmen 
at $1.75 per page per thousand ... HUNTING & FISHING 
is the “Buy of the Year!” | 
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Taylor Heads Union Oil 


Reese H. Taylor is president 
of Union Oil Co. of California, 
Los Angeles, and not director of 
advertising and public relations 
as was reported in the Feb. 12 
ADVERTISING AGE in an item about 
Union Oil consolidating its pub- 
lie relations, advertising and sales 
promotion activities. C. Haines 
Finnell is director of advertising 
and public relations, and now 
— of the reorganized depart- 
men 


se ar 
> | for 10,000 
Business Reply Cards 


Printed your copy two sides. on postal-approved 
cord stock. Trial order of 5,000 only $26.65. 
Include Permit Number with copy. Deduct 5% 
for cash with order, Send today. 


PORCH PRODUCTS, Tinley Pork 2, til. 


Opens New Ad Competition 
Industrial Press, New York, i 
sponsoring a new advertising com- 
petition for the best presentation 
to management of plans for an 
advertising campaign. The prize 
will be $1,000, and the deadline 
for entries April 15. The competi- 
tion will be administered by the 
National Industrial Advertisers 
Assn., New York. Awards will be 
presented at the annual NIAA con- 
ference June 24-27 in New York. 


Appoints R. D. Margesson 

Richard D. Margesson, sales 
engineer with Dominion Oxygen 
Co. for the past 12 years, has 
been appointed general sales man- 
ager of Robinson Moulded Pro- 
ducts Ltd., wholly owned subsid- 
iary of Robinson Cotton Mills 
Ltd., Toronto. 


Advertising Age, February 26, 1951 


, Editorial Contest in ARF’s Newspaper 


Studies to Be Analyzed at U. of Illinois 


UrsBana, ILL., Feb. 22—A research 
project to determine the relation- 
ship of content to readership in 
newspaper editorial columns has 
been launched by the Institute of 
Communications Research of the 
University of Illinois. 

The institute will use the Ad- 
vertising Research Foundation’s 
series of newspaper readership 
studies as the basis for the in- 
vestigation. 
~While ads in newspapers studied 
have been analyzed intensively by 
relating content to readership, no 
comparable analysis has been 
made on editorial material in the 
papers involved in the ARF 


series. 


@ Each story, picture, editorial, 
cartoon and other non-advertising 
item will be coded on individual 


IBM cards. Data will include the | 


following: 

1. The characteristics of the 
newspaper in which it appeared, 
such as geographic location, city 
population, circulation, number of 
pages in the issue, etc. 

2. The page on which the item 
appears—its general content and 
position in the issue. 

3. After classifying the item ac- 
cording to form and general con- 
tent (picture, news story, cartoon, 


Its 


Ce ee 


impossible... 


if 
set M 


without on-the-spot radio 


Be, est 0 
int 06 


Don’t butcher your chances in the 
Beeline. That’s one of the West’s 
best markets — California’s rich 
central valleys plus nearby Reno 
— with more buying power than 
Detroit . . . greater retail sales 
than Philadelphia.* 

To cover this market, you need 
to use its own stations . . . the five 
BEELINE stations. Because Bee- 
line people are independent inland- 
ers who prefer on-the-spot radio 
to outside (Los Angeles or San 
Francisco) radio. 

On all five BEELINE stations, 


best availabilities on each without 
line costs or clearance problems. 
Combination rates. Or use the 
BEELINE stations individually, to 
cover a major BEELINE trading 
area. For instance... 


KOH RENO 


Blankets 18 counties surrounding 
Reno — whose wholesale grocery 
trading area ranks 2nd in entire 
country in per capita retail food 
sales, with a quality index 53% 
above U.S. average. BMB home- 
county audience averages 86% 
daytime, 90% at night. 


"Sales Management's 1950 Copyrighted Survey 


@ PAUL MH. RAYMER CO., Notional Representative 


KFBK _— KERN KWG KMJ 
Secromento (ABC) Reno (NBC) Bokersfield (CBS) Stockton (ABC) Fresno (NBC) 
50,000 watts 1530 ke. SP en Ss NS wen, ge 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 kc. 


editorial, column), it will be 
placed in a so-called proximity 
category. Purpose is to show in 
some detail the effects upon read- 
ership of proximity to other pub- 
lished matter in order to aid re- 
searchers in evaluating the im- 
portance of proximity to reader- 
ship. 

4. Finally, each item will be 
classified according to topic, using 
a topical category system which 
has proved practical and mean- 
ingful. 

5. Other data also will be coded 
for future analyses of each item’s 
position and display. 


e While the institute itself will 
study the relationship of content 
to readership, it also will make the 
cards available to other research 
organizations for special analyses. 

The process of coding the 75,- 
000 non-advertising items on IBM 
cards probably will take at least 
six months, and the analyses may 
not be completed for several years. 
New data from continuing studies 
will be added to the basic data as 
ARF reports are published. 

The project is under the super- 
vision of Merritt C. Ludwig, re- 
| search assistant in the Institute of 
Communications Research. Funds 
for the work have been provided 
by the institute. 


WI/BK-TV, Wayne University 
Set Public Service Venture 


WJBK-TV, Detroit, in coopera- 
tion with Wayne University, De- 
troit, will launch a new public 
service venture, called “Wayne 
University TV Series,” starting 
Feb. 26. The series will be carried 
Monday through Friday, 1-1:30 
p.m. Each day a different type of 
program dealing with various 
areas of the university will be 
televised. WKZO-TV, Kalamazoo, 
also will carry the series. This is 
the second such series begun by 
WJBK-TV. The first was the 


|“University of Detroit Round 
| Table.” 

| 

Files tor Video Station 

| Radio Roanoke Inc., Roanoke, 


‘Va., operator of WROV and 
WROV-FYM, has filed an applica- 
| tion for a new standard television 
station on Channel 5. 


Pabst to Publicidad Badillo 

Pabst Sales Co., Chicago, has 
jnamed Publicidad Badillo Inc., 
|San Juan, Puerto Rico, to direct 
all advertising for Pabst Blue Rib- 
| bon beer in Puerto Rico. 


Washer President 


Frank Breckenridge has been elected 
president of the Automatic Washer 
Company, Newton, Iowa, manufac- 
turers of Laundry Queen washers. Mr. 
| Breckenridge and 302,833 other men 
| of action throughout American busi- 
— read The Wall Street Journal 

ily. 
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§ PHOTOGRAPHIC REVIEW 


BIRTHDAY BREAKFAST—The tenth anniversary of Swift & Co.’s Co.; John Burns, Swift & Co.; Vernon Beatty, Swift's ad man- 


sponsorship of a seg of the kfast Club is the occasion ager; Don McNeill; John H. Norton Jr., vice-president in charge of 
for this breakfast gathering at the Electric Club, Chicago. Left American Broadcasting Co.'s central division; and William Wilson 
to right are Hal Rourke, radio director of J. Walter Thompson of ABC. 


| In just 27 minutes you can be ealing"SNOW MAN STEW" “uStuciourscyotsyeian a cca 
Amour Beef Stew with Bisquick dumplings! 


, 8 


* . ~ LA 

ARMOUR Pantry-Shelf Reach for BISQUICK the 12-in-1 mix! Lane Meupoit el bth the vgulte ond the 'gulted fore py aye 
_—— Souther io Broadcasters’ » @ postluncheon exchange occurs 

JOINT PROMOTION—Armour & Co.'s beef stew and General issue of Life. Poster reprints of the ad, dealer mats and other Sateen & ©. deaptigs SONA Goptiiams and Gita oF agentes te ealieaed Per 

Mills’ Bisquick star in this spread scheduled for the April 9 promotion material will be distributed. 


j FIRST EDITION—This trio examining the Advertising Council's first issue of a bi- 
| monthly mat service for newspapers (AA, Jan. 29) includes Stanley S. Adams (left), 


newspaper advertising director of the council; Edwin S. Friendly, president, American 
Newspaper Publishers Assn.; and Harold S. Barnes, director of the ANPA’s Bureau ADWOMEN’S CHOICE—“Adman-we'd-most-like-to-make-o-dead- 
li vel. i 


of Advertising. The initial edition of the service contains ads for eight public service ine-with” is Lee Fondren, soles ger of KLZ, unani- 
compaigns, prepared by volunteer agencies, ond will go to all dailies and mous choice of adwomen of the Denver Advertising Club. Ad- 
in the U. S. : miring their hero, whose success in the contest wos announced 
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NEW YORK 
HOME FRONT 


| | More than 7OO,000 home- going 
} New Yorkers prefer the 
: Journal- American 


N the New York home front. largest, most 

lucrative theatre of sales operation in the 

world, the Journal-American makes a greater 

ts impact upon more families than any other eve- 
ning paper... by an overwhelming margin. Over 
700,000 home-going circulation sends your sales 
message to the largest evening audience ever 
offered to a New York advertiser. 42 of every 
100 families that read a metropolitan evening 
paper prefer the Journal-American. To sell more 
goods to more people with more money to spend, 
you need the fire power of the 700,000 barreled 
Journal-American. 


} American 
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BofA Tells Amount 
of Fashion Features 
Newspapers Carry 


New York, Feb. 23—A survey 
of 324 newspapers shows that 
fashion news and features occupied 
1,929 standard-size pages during 
the month of September, an’ aver- 
age of more than six pages a paper 
a month. 

The survey, conducted by the 
Bureau of Advertising, ANPA, in 
cooperation with the American 


Assn. of Newspaper Representa- | 


tives, shows fashion news and fea- 
tures taking up a total of 4,629,383 
lines. Newspapers in the study 
comprise 50.3% of the weekday 
circulation and 60.9% of the Sun- 


carried 1,669,428 lines of stories 
in this category in the 30-day | 


‘period. Other categories: infants’ 


and children’s clothing, 156 papers, 
78,357 lines; men’s and boys’ ap- 
parel, 133 papers, 112,642 lines; | 
home sewing, patterns and yard 
goods, 298 papers, 1,017,151 lines; 
beauty and toiletries, 254 papers, 
530,803 lines. 


e A supplementary part of the 
survey, covering reader response 
to fashion news and features in 
125 papers, showed a total of 218,- 
560 mail and phone inquiries for 
the five categories of editorial ma- 
terial. 

Harold S. Barnes, director of the | 
BofA, said the study “puts statisti- | 
cal evidence behind the already 


ing dependence of the American 
consumer on his or her daily 
newspaper—both as a shopping 
guide and as the source for all the 
news on all subjects of general 
interest.” 


Vancouver Adclub Eleets 


Thomas Hetherington, of Mac- 
Laren Advertising Co., has been 
elected chairman of the Vancouver 
Advertising Club, a division of 
the advertising and sales bureau, 
Vancouver Board of Trade. Stan- 
ley Bowdler, Cockfield, Brown & 


Co., has been named vice-chair- Peop' 


man. 


KATL Appoints Doak 


William Doak, staff announcer, 
has been appointed publicity and 


i 
generally known fact that newspa- sone. + ay ES _ 
pers have recognized the value of | w 4 » 


: ° , . ho has resigned. 
service to their readers in the field | 


of fashion—service that is being Nqmes Ely Sales Director 
rendered skillfully and successful- | Rebert G. Hiv hes been named 
ly by the editors of the country’s | director @ ain for Connecticut 
dailies. 


|Light & Power Co., 
“It reflects, too, the ever-grow- |! Conn. 


IF YOU WANT YOUR 
CATALOGUE-OR BOOKLET 
OR HOUSE ORGAN - 

TO BE READ FROM COVER 
TO COVER... 


BE SURE 


day circulation of all daily papers 
in the U.S. and Canada. 

A breakdown of the types of 
fashion material published shows 
women’s and misses’ apparel get- 
ting the most widespread editorial 


Waterbury, 
attention. Of the 324 papers, 303 1 7 


—_ a cover of BUCKEYE 
or BECKETT—the good-looking, 
long-wearing cover stocks which 
have long been the first choice of 
admen and printers everywhere. 
14 colors, 9 finishes, to choose from 
in the BUCKEYE line; 

10 colors, 9 finishes, in the 
lower-priced but very attractive 
BECKETT line. New sample books 
on request. 


tHe BECKETT 


PAPER COMPANY 


Hamilton, Ohio 
Since 1848 


Advertising Age, February 26, 1951 


January Sales of Chain Stores 


———Vamary ——__ —— % Gain 
1951 1950 or Loss 
Food Chains 
EE RE i POET $ 14,513,000 $ 12,557,000 +15.6 
Ns i Akt ough aabsaconaktae ie 72,996,792 59,349,204 +23.0 
Ts niin sy cancexbaienhd anieortel 27,278,288 21,141,296 29.0 
SET hic akdedhenescsdedernsuveneenasede 92,274,342 __ 78,540,234 = $17.5 
BED. cnutecceesiuniaenncenquknondied $207,062,422 $171,587,734 +20.7 
Mail Order i 
PRNO oos <d cup sesaneasesabenita . .$208,087,502 $141,159,595 +47. 
gS RRSRI REE RRR NTE: 7,363,724 6,027,849 +22.2 
Montgomery Ward ............... .. 88,571,539 61,457,737 __ +441 
es a5 cancun veebite $304,022,765 $208,645,181 +45.7 
Drug Chains 
les... ..$ 3,893,645 $ 3,551,306 + 96 
Arent stg .. 13,516,077 12,690,211 + 65 
aca aca anacash bend ..$ 17,409,722 $ 16,241,517 + 7.2 
Variety and Miscellaneous 
as cn ceendsseunaddmcmaad $ 1,158,394 $ 1,054,633 + 98 
Tics oc ccneagaddvawews yeaa . 2,885,990 2,375,579 +215 
SE Locsenanssqcnsens 5,711,030 5,299,631 + 9.2 
oo aes os su tameaweni 10,161,897 8,444, +20.3 
| Consolidated Retail Stores ................. = 2,295,988 1,849,068 424.2 
EE AE RES PTE 1,180,458 936,093 +26.1 
en caatcccveceudoeiseseavanxes ne 3,988,357 +143 
Gamble-Skogmo Inc. ...............--00055 9,452,873 6,586,549 +435 
gsc ons dana anacie tins aime 14,099,472 11,475,459 22. 
Grayson-Robinson Stores 5,697,069 4,325,274 +317 
SG Ea cnceusees ne 6,427,449 5,463,101 417.7 
*Interstate Dept. Stores ................ 4,478,281 3,264,741 +37.2 
inney, SAR ice nies 1,893,000 1,517, +248 
SE aca cassansvneees 18,548,469 16,130,131 +15.0 
| Lane Bryant Inc. ... 4,095,630 3,234,674 +26.6 
Nee cc vigdcaeth sede ansaeavaey.eete 7,471,959 6,252,678 +19.8 
ead lsesaiaesesakeusawenthuuen 6,271,782 5,771,366 + 87 
I cei aa aehins 3,460,799 3,079,341 +12.4 
| ‘Mercantile Stores Inc. ‘ 9,694,900 7,035,200 +378 
1,925,040 1,601,195 +20.2 
9,479,693 8,202,134 +15.6 
954,360 856,862 +114 
3,553,205 3,126,612 +136 
9,077,746 7,560,349 +20.1 
63,566,840 48,569,324 +30.9 
1,128,987 999,974 +13.1 
2,699,057 2,124,006 +27.6 
718,859 743,732 = 33 
13,750,000 7,711,000 +78.3 
42,845,211 38,568,657 = + 11.1 
$269,243,862 $218,077,102 +235 
$797,738,771 $614,551,534 +29.8 
852,119; 1949—$8,827,901; +116. 
; 1949-—$61,752,079; +6.1 
$25,656,388; 1949—$120,473,408; +4.3 
52,690,466 ,374; 1949—$2,276,399,559; +18.2 
° . A + +10. 
‘Twelve months: 1950—$1,258,125,266; 1949—$1,168,877,256; +7.6 
*Twelve months: 1! 640,083; 1949-—$54,486,170; + 
!Twelve months: 1950—$125,426,800; 1949—$112,607,800; +11.4. 
*Eleven months: 1950—$13, 305,233; 1949—$12,132,515; +9.7. 
Twelve months: 1950—$250,574,073; 1949—$233,167,686; +7.4 
‘Twelve months: 1950—$101,890,926; 1949—$98,727,456; +3.2 
‘Twelve Months: 1950—$143,516,544; 1949—$132,776,759; +8.1. 
Squibb Toothbrush —=—‘ McLean’s Appoints Hayhurst 


Bows in New York 


New York, Feb. 20—E. R. 
Squibb & Sons is using 800-line 
ads in New York and Utica news- 
papers to introduce its new “1600” 
angle toothbrush, retailing at 59¢. 

In New York, Squibb is using 
the Daily News and Worid-Tele- 
gram & Sun. In Utica, ads appear 
in the Observer-Dispatch and the 
Press. All papers will carry five 
insertions each. Other cities wil. | 
be added to the introductory list) 
as soon as toothbrush production 
warrants. Squibb hopes to go 
national by late spring. 

Newspaper copy, prepared by 
Cunningham & Waish, says the 
new brush contains 1,600 superfine 
nylon bristles and is bent like 
a dentist’s mirror to thelp the user 
reach hard-to-get-at places. The 
ads carry a money-back guarantee 
to people who don’t agree “after 
seven days of regular brushing, 
that the ‘1600’ cleans more thor- 
oughly, more gently than any other 
toothbrush.” 


To Start McGregor ‘3 in I’ 
Anniversary Promotion 

David D. Doniger & Co., New 
York, manufacturer of McGregor 
sportswear, will shortly begin the 


biggest retail store promotion in 
the company’s history, as part of| 
McGregor’s 30th anniversary year. 
Built around the Drizzler Golfer 
jacket and the Aberdeen sport. 
shirt, the campaign will kick off | 
with a four-color page in the) 
New York Times Magazine, March 
25, to be followed by the same 
space in Life, Aprii 2. 

In addition to special displays 
and newspaper mat tie-ins, Doni- | 
ger will have sales incentives for 
| store sales people, display man-| 
| agers and advertising managers. 
| Hirshon-Garfield, New York, is) 
the McGregor agency. | 


| | 
Henry ] Wins Fashion Award | 

Kaiser-Frazer Corp.’s low-)| 
price car, the Henry J, has been) 
awarded the Fashion Academy 
gold medal award for 1951. 


F. H. Hayhurst Co., Montreal, 
has been named by McLean's 
Cocoa Mills Ltd., Montreal, to 
direct the proposed campaign for 
point of sale promotion in soda 
fountains and grocery stores. A 
radio and press campaign also is 
under consideration. 


Milline Club Elects 

Bill St. Sure, manager 
San Francisco office of 
Griffith Co. has been 
president of Milline Club of San 
Francisco. Other officers elected 
are: Rod MacDonald, vice-presi- 
dent; Lon King, secretary, and 
Louis Means, treasurer. 


TOP 
BRASS 


. .. and buck privates too, your customers 
and prospects at the post exchange and 
commissaries of the armed services, will 
see your message when you advertise in 
the newspapers they eagerly read 


Army Times & 
Air Force Times 


Masses of Circulation to Masses of Troops 


of the 
Ward- 
elected 


3 editions: U. S. A.; European; Pacific 


COVER ARMY-AIR FORCE 
MARKET AT 1 LOW COST 


FREE—34-page data book with new facts on 
the growing morket in the military services. 
Write for your copy today. Address neorest 
Advertising Office: 


NEW YORK—41 E. 42nd St.—MU 77-5552 
CHICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C—3132 M Street N.W. 
PHILA.—2. W. 7-0887 
PACIFIC COAST—Geo. D. Clese, Inc. 
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“Monday is 
Advertising Age Day 


for me’ 


Says FRANELYN R. HAWKINS 
Advertising Manager 
LIBBEY-OWENS-FORD GLASS COMPANY 


“Monday is wash day to women, but it's Advertising 
Age Day for me. It's the ‘coffee’ which starts each week 
off right. Only the hottest final ad proofs which have to 
be approved so plates can be shipped to publications 
postpone my front-to-back review of this outstanding 
trade journal. Long may it live to report the news of a 
profession which is the foundation of America’s way of 
life—mass production made possible by mass selling 


which begins with mass advertising.” 
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FRANELYN R. HAWKINS’ Mr. Hawkins started with 
Libbey-Owens-Ford Glass Company in August, 1940, to do 
national publicity. Early in 1942 he was transferred into the 
advertising department. By mid-1943 he was advanced to 
assistant advertising manager. In March, 1945, he was 
named advertising manager. L-O-F advertisements have 
won several awards in A.B.P., N.1.A.A., D.M.A.A. and other 
national competitions. Previous to joining the glass com- 
pany, Mr. Hawkins was an associate editor of American 
Lumberman, Chicago. His first job after receiving a Ph.B. 
from the University of Toledo was city editor of the Sturgis 
(Mich.) Daily Journal, which he filled for four years. L-O-F's 
broad advertising program appears in consumer, business 
and trade magazines, but he still finds time to serve various 
business groups, write articles for advertising and other 
trade publications, and be active in church work and the 
Toledo Chamber of Commerce. He has served two terms 
as president of the Advertising Club of Toledo and is now 
Governor of the Fifth District of A.F.A. He is a member of 
A.N.A., A.F.A. and N.1LA.A. He “relaxes"’ by intensive 
gardening and taking scenic Kodachromes. 
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Hooper Expanding 
Monthly Reports to 
‘All Major Cities’ 


New York, Feb. 24—C. E. Hoop- 
er Inc., which has been expanding 
its services more or less regularly 
since A. C. Nielsen Co. bought the 
national radio and TV Hooperat- 
ings about a year ago, this week 
announced another major addition. 

Hooper will offer monthly local 
reports on radio and television “in 
all major cities.” Starting dates 
will be determined by the accep- 
tance of the service. The company 
expects to be in operation in sev- 
eral cities by October this year. 


The new schedule already is in 
effect covering TV in New York, 
Los Angeles and Detroit, and ra- 
dio in Los Angeles. 


s Local radio Hooperatings cur- 
rently are provided on a three 
times a year basis in 50 cities and 
on a less frequent schedule in ap- 


proximately 50 others. Local tele- | 


vision Hooperatings are published 
three times a year in some 25 
cities. 

The amount of time covered by 
the reports will be increased, with 
radio starting at 6 a.m., local time, 
and TV as early as warranted by 
programming, when a _ once-a- 
month schedule becomes effective. 
Night listening and viewing will 


GZaTop Impact 


On the Buying Power of 
Growers, Packers and Handlers 
of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


THE PACKER 


ond 


* National Fresh Fr 

_— Wegetable Weekly 
201 DELAWARE STREET 

KANSAS CITY 6, MISSOURI 


be covered through midnight. 

Mr. Hooper said the monthly 
reports will cost about 50% more 
than the current local radio rat- 
ings. The increase for television 
will be “a little higher than that,” 
he added. The researcher’s rates 
are based on a participating plan, 
which makes price estimates 
somewhat difficult. 

The company has not yet started 
its somewhat overdue test of the 
|}automatic Hooperecorder. An- 
nouncement of the planned test 
| was made last fall. 
| Mr. Hooper's office has not 
| given an explanation for the de- 
| lay. 


Grinnell Promotes Haugum 


Cyrus J. Haugum, branch man- 
ager and department manager of 
}supply sales in the Seattle office 
|of Grinnell Co. of the Pacific, has 
been transferred to Providence, 
R. L, as supply sales manager 
of the company. He will conti- 
nue to be in charge of branches in 
Seattle, Spokane, Billings and 
Pocatello, Ida. 
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Classified Admen Elect 
Stonecipher President 


Mel Stonecipher, classified ad- 
vertising manager of the Journal, 
East St. Louis, Ill, was elected 
president of the Mississippi Val- 
ley Classified Advertising Man- 
agers at the group’s 14th annual 
convention in Chicago. E. D. 
Howerton of the St. Louis Post- 
Dispatch was elected vice-presi- 
dent. George Westrich of the Ra- 
cine Journal-Times and Joe Klou- 
da of the Times, Davenport, Ia., 
were reelected secretary and 
treasurer, respectively. 

Approximately 140 classified 
admen from nine midwestern 
states attended the meeting. Mem- 


bers discussed various problems, 
|of classified advertising in both 


formal and informal meetings and 
exchanged suggestions and ideas 
for boosting classified income. 


Stock Joins ‘Family Circle’ 

Frederick C. Stock, formerly in 
the promotion department of the 
New York Journal-American, has 
joined the promotion staff of Fam- 
ily Circle, New York. 


» 


Pp 93% 


for 1950! 


Travel Linage 


During the year 1950, precisely 38 different travel and 
transportation advertisers ordered space in ESQUIRE 
...and ESQUIRE travel linage for 1950 went up 93%* 


over the year preceding. 


One of the many important reasons for this gain is 
ESQUIRE’s editorial vitality —a rich concentration of 
facts, fiction, features and illustrations that keeps cir- 
culation steadily climbing. In the last six months of 
1950, for example, total circulation figures averaged 
over 790,000—a new all-time ESQUIRE high! 


*PIB 


| Ads Play Big Part 


in Selling 8,000 


Homes in Project 


Los ANGELES, Feb. 22—Lake- 
wood Park, world’s largest hous- 
ing development, now being built 
southeast of Los Angeles, marked 
its first anniversary today with a 
recorded figure of 8,000 homes 
valued at some $75,000,000 sold 
since promotion began last July. 

The development, which will 
eventually total 17,500 dwellings 
for some 70,000 persons, now has 
a population of 16,570. Believed to 
be the greatest real estate selling 
job of its kind in so short a period, 
the results are attributed to the 
|sales promotion conceived by G. 
Harry Rothberg, sales executive 
| for the development. 

The advertising campaign, 
through Dan B. Miner Co. here, 
consisted of a substantial weekly 
‘schedule in six metropolitan and 

four suburban dailies in metro- 
| politan Los Angeles, outdoor post- 
| ers and concentrated television and 
| radio promotions. 


s The entire campaign was based 

on human interest appeals to tell 
about the advantages of living in 
Lakewood Park. Since about 90% 
of the homes sold went to ex-serv- 
icemen, copy “sought to penetrate 
the young veteran-public’s inher- 
ent desire for a home through emo- 
tional appeals.” 

Radio was used for saturation 
campaigns recurrently, with all 
available time on major stations 
being bought whenever the build- 
ers opened a new section in the 
vast development. 

A climax of this phase of the 
campaign came between Jan. 20 
and Feb. 18 when Lakewood Park’s 
Briarcrest section of 1,420 homes, 
representing a volume of about 
$12,000,000, was sold out. Full-page 
insertions were placed in real 
estate pages of nine newspapers. 
During the period Jan. 17-30, 624 
spots were aired on KFI, Los Ange- 
les, and KFOX, Long Beach. A 
husband-and-wife team worked 
eight-hour daily shifts at KFI-TV 
to televise a total of 54 live spots. 


e For the grand opening of the 
| Briarcrest section, a motion picture 
|actress was official hostess at the 
development to welcome buyers. 
{Other lures included a_ kiddie 
| carnival, a free sitter service for 
| children, giveaways for the chil- 
| dren, and a battery of searchlights 
| to show the way to the sales office 
| at night. 
These features were plugged in 
radio and television spot adver- 
| tising and in newspaper insertions 
and publicity. Result of this sat- 
uration campaign was a record 
‘sale of 350 homes for a total in- 
| vestment of $3,000,000 on the first 
| weekend of the opening. 


Brown Issues New Edition 
of Ad Rate Guide 


E. H. Brown Advertising Agen- 
cy, 20 N. Wacker Dr., Chicago, 
has published the 26th annual edi- 
tion of “Advertisers Rate & Data 
Guide.” The 52-page guide lists 
rates, circulation, closing and issu- 
ance dates for general, farm, mail 
order and direct selling publica- 
tions. Daily and Sunday display 
rates of newspapers in cities of 
more than 100,000 population are 
included. In addition, classified ad 
information for all leading news- 
papers is tabulated by states. The 
guide is available to advertisers 
without charge. 


Acquire ‘Loving Family’ 

Green Film Corp., Hollywood, 
Cal., has acquired the rights to 
“The Loving Family,” and will 
begin production of a five-a-week 
quarter-hour program series on 
Feb. 27 at the Samuel Goldwyn 
Studios. A full year of programs, 
260 quarter-hour films, will be 
shot in blocks of 20 at the rate of 
three films every two days. 
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Performance! 


BE faites: cccbeteness 
errr metre rrr et 


PERFORMANCE—This ad, scheduled for 

the April issue of Flying, stresses speed, 

range, climb, comfort and economy of 
Piper aircraft. 


KTSL to Become CBS Outlet 


Starting April 1, KTSL, Los 
Angeles, recently purchased by 
Columbia Broadcasting System, 


will become the Los Angeles out-, 


let for all CBS television programs. 
Transfer of the network’s pro- 
grams to KTSL will end the CBS 
affiliation with KTTV, formerly 
jointly owned by CBS and the Los 
Angeles Times. The move will 
add about 22 hours of network 
programming to the KTSL sched- 
ule. The station will be on the air 
seven days a week and will have a 
total of about 60 hours of pro- 
gramming weekly. 


Montgomery Appoints Three 


Richard G. Montgomery & As- 
sociates, Portland, Ore., has named 
Melvin Van Lom, formerly produc- 
tion chief at Schultz & Ritz, as 
production chief. Arnold Wester- 
man, former advertising manager 
of Roberts Bros. store, Eugene, 
Ore., has been named assistant ac- 
count executive. Mrs. Imelda Hoy, 
formerly with the advertising de- 
partment of Lipman Wolfe & Co., 
Portland, has been named copy- 
writer. She succeeds Jordis Schick, 
who has joined the Portland office 
of Alport & O’Rourke. 


Celotex Produces 2 Movies 


Celotex Corp., Chicago, has pro- 
duced two 16mm color-sound mo- 
tion pictures. One is titled “The 
Browns Build a House,” and pro- 
motes Celotex insulating sheathing 
and insulating lath. The other 
film, titled “The Inside Story,” 
shows the advantages of Celotex 
interior finishes. Both movies were 
produced primarily for use in 
dealer-contractor meetings. 


WITH SIOUXLAND'S 
MOST POTENT 
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Piper Leads in Ad 
Effort in Private 
Airplane Business 

Lock HAVEN, Pa., Feb. 20—Piper 
| Aircraft Corp. will use space in 
| Breeder’s Gazette, Newsweek and 
general aviation magazines to pro- 
mote its business man’s airplanes 
this year. 

The company, which is now 
| turning out eight planes daily, ex- 
pects to produce some 1,500 by 
the end of the year for civilian 
| purposes, barring defense restric- 
|tions. Aside from this potential 
stumbling block, Piper will have 
an uphill struggle as far as the 
|whole private plane industry is 
concerned. 

The private plane field is anoth- 
er one of the would-be postwar 
industrial successes that has fiz- 
zled. Production figures make this 
clear. In 1940, 6,472 private planes 
were manufactured. During 1943 
and 1944 the whole industry was 
doing war work, but in 1945 turned 
out 1,946 private planes. 


s Production in 1946 zoomed (34,- 
568 planes were made) but dived | 
to less than half that in 1947 when 
the industry manufacture” 15,339. 
Again in 1948 and 1949 the figure 
was cut more than half. Estimates | 
for 1950 production are approxi- | 
mately 3,400 planes. 

The reason? 

It’s hard to pin one down, but} 
certainly the confused picture as | 
to costs is an important consid-| 
eration. In 1946 industry feeling 
was that a private plane could be} 
manufactured for about the same 
cost as a good car. Such, obviously, 
has not been the case. 

If anyone is going to try and 
buck the down-production, up- | 
price trend, Piper would be the | 
best candidate. For one, the com-| 
pany sold 1,309 planes in 1950,! 
about half the total production. For 
another, while it does not spend 
any gargantuan sums, it is consid- 
erably advertising conscious. In 
1946, Piper was the first private 
plane manufacturer to launch a 
national newspaper campaign 
(AA, April 29, 1946). 

Most private plane producers 
took one look at production fig- 
ures in 1947, and “appropriately” 
cut their advertising budgets. Pip- 
er, however, boosted its co-op pro- 
motion. 

The company couldn’t stand the 
gaff in 1948 and 1949, but re- 
turned to general advertising last 
year when it introduced its “learn- 
as-you-travel” teaching plan for 
| business men(AA, July 24). 

Davis-Parsons, New York, is 
Piper’s agency. 


Group Urges Members 
|to Watch Commercial Time 
Prompted by increasing reports 
from station managers that some 
advertising agencies a attempt- 
ing to “overload” commercial con- 
tent on radio and television pro- 
grams, the board of directors of 
the Southern California Broad- 
casters’ Assn. has unanimously 
passed a resolution urging its 54 
member stations and networks to: | 
(1) Refuse to allow any client} 
more commercial time than is | 
actually specified in the contract, | 
and (2) restrict length of commer- 
cials within programs to recom-| 
mendations of the NAB Standards 
of Practice Code. The resolution | 
has been transmitted to members. 


| Harwald Appoints Hartwig 
Harwald Co., Evanston, IIl.,| 
manufacturer of advertising pro- 
jection equipment, has appointed 
Hartwig Displays, Chicago, as ex- 
clusive sales agent for its Shopper 
Stopper display unit in the Chi- 
cago area. Hartwig’s New York, 
Milwaukee and Los Angeles offices 
also will carry the unit on a non- 
exclusive basis. John M. Sheviak, 
formerly with Admatic Projector 
Co., has joined Hartwig’s Chicago 
| office and will be in charge of all 
equipment sales in that area. 
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BRIGHT SPOT 
OF OUR NATION 


In this fabulous Houston Market with a 1950 Popula- 
tion in the city and trading area combined of 


1,259,296 


The Houston Post on merit has enjoyed great growth, 
giving the people an unusually fine and modern news- 
paper. 


In 1951 The Post with a daily circulation of 171,519 
and a Sunday circulation of 187,112 is the largest morn- 
ing newspaper in Texas. 


YOU ARE NOT IN THE HOUSTON MARKET—UNLESS YOU ARE IN 


“ HOUSTON POS 


Writtin and Eddi 
TO MERIT Your (onfidence 


NATIONALLY REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
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Kroehler Elects Three 


D. L. Kroehler has been elected 
chairman of the board of Kroehler 
Mfg. Co., Naperville, I1., furniture 
manufacturer. He succeeds his fa- 
ther, the late Peter E. Kroehler. 
Mr. Kroehler also will retain his 
office as president of the company. 
Kenneth Kroehler has been named 
Ist vice-preskient and treasurer. 
Lee Henson, industrial relations 
manager, has been elected to the 
board and vice-president in charge 
of industrial relations. 


BLONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here's your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . .. numbering 
over 1,000,000 home-makers who control 
the purse strings. ..avadabletoadvertisers for 
the first time. Exciting success stories and 
. sample copy. Send 
AUNT ELLEN’S your letterhead. . 
n ue the 9 
Cae GIelelay 66, 
428 Handeraft Building, Kansas City 16, Mo. 


Broker Dreyfus 
Successful with 
Cartoon Ads 


New York, Feb. 20—Human in- 
terest advertising is “winning 
friends and influencing people” 
for the brokerage house of Dreyfus 
& Co. 

Because of numerous requests 
for reprints of its advertising, 
Dreyfus is putting into the mails 
this week 20,000 booklets in which 
are reprinted eight of its recent ads 
singling out eight pitfalls that in- 
vestors commonly put into their 
own path. These ads show by car- 
toons and short, crisp copy how 
human frailties can mean the dif- 
ference between success and fail- 
ure in investing. 

The Dreyfus ads, prepared and 
handled by Doyle Dane Bernbach 
Inc., appear weekly in 100 lines on 


two columns in-the New York 
Herald Tribune, Times and World- 
Telegram & Sun, Wall Street Jour- 
nal, and The New Yorker. Occa- 
sionally larger space is used for 
special messages that require 200 
lines on three columns. 


@ The ads that are being reprinted 
in the forthcoming booklet are 
described by Jack Dreyfus, senior 
partner of the brokerage house (at 
37 probably one of the youngest 
senior partners in “The Street’’), 
as “a painless primer for invest- 
ors.” 

With the stock market at a 20- 
year peak and the flood of small in- 
vestors swelling daily, Mr. Dreyfus 
feels that it is more important to 
point out the human equation to 
these new investors than it is to 


talk to them about yearly earnings, | 


past dividends and percentage 
yields. 

“Almost every investor accepts 
the fact that he will achieve best 
results when he works with a per- 
son who specializes in securities,” 
Mr. Dreyfus says. “But the human 


x 
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~ POPULATION 


over half (57%) on Illinois side 


TOTAL RETAIL SALES 


over half (51%) on Illinois side 


FOOD GROUP ( 


over half (59%) on Illinois side 


DRUG GROUP ( 


over half (56%) on Illinois side 


- of a Market! 


METROPOLITAN 
COUNTIES 


RETAIL 

SALES 
RETAIL 
SALES 


*1950 U.S. Census Preliminary Report 


233,012* 


$246,605,000 
$25,346,000 


$7,643,000 


All sales figures for Quad-City Metropolitan Counties 


ROCK ISLAND 
MOLINE Dispreee 


NAT'L. REP. THE ALLEN KLAPP CO. 


DISPATCH 


The newspapers thet cover the ILLINOIS side 
where 57‘ of Quad-Cities population live. 


are from 1948 U.S. Census of Business 


5000 WATTS BASIC ABC 


AM iJ FM 


NAT'L. REP. AVERY KNODEL, INC. 
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tation of facts are essential. 


Dreyfus & Co. 


| HUMOR HELPS—Dreyfus & Co., broker- 

| age house, says cartoons and human in- 

| terest in such ads as.this have helped 
its business. 


approach is 
| looked.” 


frequently over- 


|}@ One cartoon reprinted in the 
| booklet that states an essential 
|}step in the primer of investing 
shows a yachtsman at the helm of 
a small boat. The ad warns invest- 


N. Y. Sales Club 
Sets Up ‘Network’ 
to Sample Opinion 


New York, Feb. 23—The Sales 
Executives Club of New York 
heavily favors a draft of 18-year- 
olds for military service now. 

A poll made by the group’s re- 
search committee shows 69% of 


'the 2,150 members of the club 


think that way, with 23% opposed 
and 8% undecided. 

Included among the 69% favor- 
ing a draft of the 18-year-olds are 
a number of executives who qual- 
ify their thinking. Sample reserva- 
tions: “They shouldn’t be sent in- 


|to battle until they are at least 


19”; “they shouldn’t be sent over- 
seas with only four months’ train- 
ing”; “they should be drafted for a 
training program only”; “they 
should be taken before veterans 


'are drafted.” 


se The club recently set up a tele- 
phone “network” to gauge the 
trends of members’ opinions. The 
“network” uses the secretaries of 
some 30 members who put ques- 
tions by phone to a list of club 
members selected at random by 
the research committee, which has 


|as its chairman Albert J. Wood, 


| market research 


}ors to “steer a straight course.” | 


4 | “Determine in advance,” the copy 


|says, “whether you are going to 
|invest or speculate. Unexpected 
} success sometimes sways an in- 
| vestor to speculation. If you want 
to do both, segregate your funds.” 

A cartoon showing a_ barber 
| voicing his opinion to an investor 
whose pockets bulge with tips 
warns, “Don’t be a consensus taker. 
Try to get the best advice, not the 
most.” 

When the Dreyfus cartoon-type 
ads started in the New York news- 
papers about a year ago some peo- 
ple thought they were too frivo- 
lous. Advertising men on news- 
paper staffs cautioned Mr. Drey- 
fus. The initial reaction of doubt 
and surprise has given way in Wall 
St. to the flattery of imitation. 


e In ads educating new investors, 
and old ones still willing to learn, 
Mr. Dreyfus makes it a point not 
to solicit customers directly in the 
copy. Nevertheless, the company’s 
business has increased at a greater 
rate than normally would have 
been expected even in an active 
market. Last year, Dreyfus & Co.’s 
share of the total Stock Exchange 
volume was 50% greater than in 
1949. 

Mr. Dreyfus attributes much of 
this increase to the cartoon ads. 
Not all of the unsolicited mail the 
company has received as a result 
of its advertising has been from 
potential customers. Recently Mr. 
Dreyfus heard from a college pro- 
fessor who requested 20 copies of 
an ad. The professor wanted to use 
them in his course in investment. 


Lamson & Sessions Boosts 
Advertising Budget 


Lamson & Sessions Co., Cleve- 
land, maker of nuts, bolts and 
fasteners, will increase its adver- 
tising efforts during 1951 although 
its supplies can’t meet demands. 
The company will switch from 
product to service advertising, 
geared to conditions resulting from 
the nation’s defense program. 
Business papers, supplemented by 
direct mail, will be used. Belden 
& Hickox, Cleveland, is the agency. 


American Safety Razor 
Gives Two Blades to BBDO 


| American Safety Razor Corp., 

New York, has named Batten, Bar- 
ton, Durstine & Osborn, New York, 
to handle advertising for Treet and 
Blue Star razor blades. 

These products formerly were 
assigned to Ruthrauff & Ryan, 
which recently lost the Silver Star 
account to McCann-Erickson. 


president of A. J. Wood & Co., 
specialist. The 
club can thus be polled and the re- 
sults tabulated in 24 hours. 

Future SEC polls will touch on 
matters of public interest and on 
situations and problems encoun- 
tered in the field of sales adminis- 
tration and marketing. 


Allis-Chalmers Elects 
W. A. Roberts President 


William A. Roberts, executive 
vice-president in charge of the 
tractor division of Allis-Chalmers 
Mfg. Co., Milwaukee, has been 
elected president of the company. 
He succeeds the late Walter Geist. 

Other changes are: W. C. John- 
son, executive vice-president in 
charge of the general machinery 
division, to executive vice-presi- 
dent of the entire company; J. L. 
Singleton, vice-president and di- 
rector of sales of the general ma- 
chinery division, to vice-president 
in charge of the division, and R. 
S. Stevenson, general sales man- 
ager of the tractor division, to 
vice-president in charge of the 
tractor division. 


Nolde & Horsi Names Freeman 
Ad, Sales Promotion Head 


Nolde & Horst Co., Reading, Pa., 
has named Helene Freeman adver- 
tising and sales promotion mana- 
ger of the new Nolde-Westminster 
brand, which combines the men’s 
and women’s hosiery under one 
common brand name. Miss Free- 
man was formerly director of fash- 
ion and advertising of the com- 
pany’s women’s hosiery division. 

The company plans to increase 
its national advertising program, 
using ads in Esquire, Glamour, 
Harper’s Bazaar, Life, True and 
Vogue. Ewell & Thurber Associ- 
ates, New York, is the agency. 


Sponsors Restaurant Month 


National Restaurant Assn., Chi- 
cago, will supplant its usual Na- 
tional Restaurant Week with a 
new promotion, Restaurant Hospi- 
tality Month, to be held during 
May. This year’s slogan is: “Eat 
Out Today! It’s Fun. It’s Conveni- 
ent.” Streamers, place mats and 
other merchandising aids, plus a 
series of weekly promotions at 
local levels will be used during the 
longer campaign period. Radio, 
TV and magazine tie-ins will be 
featured by allied industries. 


MacGlennon Joins Studios 


George B. MacGlennon, former 
New York representative for Mu- 
tual Transportation Advertising, 
has joined George S. Keiser to 
form Keiser-MacGlennon Studios 
at 6 E. 46th St.. New York. The 
Keiser studio has been servicing 
New York and New Jersey agen- 
cies and advertisers for the last 
five years. 
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NEW DISH SUDS 
IN DARING COMPARE TEST 


Meee ee hae anaabaal How , 
very wor Your 
Nice Things 


Help 
New ‘Trend’ 


Sper ita Yoo ty 
prewe & . : = - = = = 
Trend Cuts Grease Faster. = ang 
Than Any Soap You Can Buy! x 
Compare x 
for Other 
Clearang 


PICKS CHICAGO—Purex Corp., South Gate, Cal., took this full page in the Chicago 
Daily News to ask Chicagoons to help test the merits of Trend detergent. Copy at the 
top of the ad reported that free packages of Trend are being delivered to homes 
in selected neighborhoods, where women will be asked to compare it with any other 
dishwashing or laundry cleaner. Foote, Cone & Belding is handling the account. 


National Guard 
Invites Agencies 
to Solicit Account 


| Wasuincton, Feb. 21—The Na- 
tional Guard announced today that 
it will hold a briefing next month | 
for agencies interested in compet- 
ing for the National Guard adver- | 
tising campaign for the federal. 
fiscal year, beginning July 1. | 

During the present year, the ac- 
count is being handled by Robert 
W. Orr & Associates, New York. | 

The amount of the National 
Guard account is contingent on 
congressional approval of the de- 
fense budget now before the House 
appropriations committee. This 
year’s budget is in excess of $300,- 
000, but the Guard is reported to 
have asked for an increase. 

The briefing on the account is| 
tentatively scheduled for March | 
15. Agencies are invited to contact | 
the National Guard Information 
Office, Room 3 E-180 Pentagon 
Bldg., Washington 25, for details. 


Tell Your 


“SHOPPER STOPPER” 
Story with , 


Continuous Slide Film Projector 


“SHOPPER STOPPER” 
moves the customer te AC- 
TION — where you wont 
ACTION — et the peint-of- 
sole. Hos the impect of 
projected pictures with the 
ease ond economy of fim. 
Find owt tedey hew it will 
epen doors for your sales. 
men — Write fer Brechure 
AA-10. 


¥, 


SI The HARWALD COMPANY 
Ns 1216 CHICAGO AVE., EVANSTON, ILL. 


Which reaches more families 


Automobile and Appliance Output to Equal 
Industries’ Pre-1949 Record: Fleischmann 


Wasuincton, Feb. 21—National 


Production Administrator Manly | 


Fleischmann made it clear this 
week that the automobile and ap- 
liance industries are likely to have 
enough material during the next 
six months for a unit output equal 
to their best pre-1949 records. 
This cheerful news for the con- 
sumer goods industries was effec- 


tively buried under newspaper 


headlines proclaiming a 20% cut in 
steel for the “home front,” though 
it could be found several para- 
graphs down in the news accounts 
carried by the better newspapers. 


se Beginning April 1, steel for cars 


-, 


EVERY READER 
IS A PROSPECT 


Because its newsstand sales 
. 
are purely voluntary! 


Because only those actively 

2. interested in acquiring a new 
home read it! 

Because it offers specific in- 

e formation on all phases of the 


new home field! 
yeanty | 


82 W. Washington $t_, Chicago 2, II 


and durables will be cut 20% be- 
low the amounts used in early 
1950. By using substitutes and sim- 
plifying their models, industry will 
probably come close to equaling 
early 1950 unit output. 

Mr. Fleischmann said the de- 
fense program will begin to hurt 
after mid-year. Even so, the steel 
supply for the durable goods in- 
dustries will be cut only another 
10%. 

In addition, he revealed that 
“quotas” of aluminum will remain 
unchanged during the second 
| quarter of 1951 and that copper— 
|the bottleneck for TV and appli- 
|ances—is to be cut by only an addi- 
|tional 5% during the second 
quarter. 


@ The steel cutback is less than 
either NPA or industry anticipated. 
Mr. Fleischmann said it would 
probably become more severe in 
the final quarter of the year. 

| Mr. Fleischmann also reported 
| that special regulations to assure 
parts for maintenance or repair 
purposes will be issued shortly. 
Under this program, replacement 
parts production will be pegged 
at early 1950 levels. 


Form Otto-Fogarty Inc. 

A public relations concern, 
Otto-Fogarty Inc., has been form- 
ed in Cincinnati by Robert L. 
Otto and John E. Fogarty, news 
director and assistant news direc- 
tor, respectively, of WCPO, Cin- 
cinnati. The office location will be 
announced later. 


Corning Appoints Lammon 
Daniel J. Lammon, formerly in 
|charge of specialty product pro- 
|motion for Corning Glass Works, 
| Corning, N. Y., has been named 
manager of the appliance parts 


sales department of Corning’s 


©\ technical products division. 


| Carter Names Edwards Agency 

Edwards Agency, Los Angeles, 
has been appointed to handle the 
promotion of the opening of the 
$250,000 automotive plant of 
Charles W. Carter Co. Edwards 


| program. 


also will direct a trade advertising 


i» Washington ? 


Here are the coverage facts 


LIFE.........22% 

POST.........19% 

COLLIER'S.........10% 
LOOK.........9% 


AUT sine 


of 20% coverage in 41 
with the Washington adjacent markets of 1,000 
Post or more population 


and the picture is similar in 
all 33 Parade cities of origin 


The Sunday Picture Magazine 
Providing a Minimum of 20% Coverage in... 


1993 Markets 
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Washington's Birthday Ad Released 


New York, Feb. 20—Latest in a 
series of public service ads offered 
by the Advertising Council in co- 
operation with the American 
Heritage Foundation is one com- 
memorating George Washington’s 
birthday. 

The ad, produced by Leo Burnett 
Co., Chicago, volunteer agency, 
carries an unfinished sketch of 
Washington under the headline, 
“Complete ‘The Picture’ and win a 
‘prize’.” 

Copy declares that “the dream 
that George Washington and his 
fellow-founders of this great re- 
public had in their minds is un- 


finished business too. It is our 
privilege to help ‘complete that 
picture.” And the prize—freedom 


to grow as individuals in a world 
at peace—-will be worth the effort.” 

Proofs of free mats of the ad 
have been sent to more than 7,000 
dailies and weeklies and labor and 
foreign language newspapers. The 


IDEA-OLOGY 


Advertising with an instantaneous ap- 
pea)—based on a fresh approach—origi- 
nalily--sound selling. Ads, copy themes, 
sales letters, literature, ‘‘traveltare,” 
etc. Serving agencies and advertisers. 


“That Fellow Bott” 


Lee P. Gott, Jr. 64 E. Jackson, Chicage 


ad is offered in up to 1,000-line 
size for sponsorship by public 
spirited citizens or by the news- 
paper itself. 


Bolles Named PR Head 

Donald C. Bolles, public rela- 
tions director of the Federal Coun- 
cil of Churches for the last two 
years, has been elected executive 
director of the central department 
of public relations of the newly 
formed National Council of the 
Churches of Christ in the U. S. A., 
a merger of 12 Protestant inter- 
denominational agencies. Mr. | 
Bolles is vice-president of the Pub- 
licity Club of New York. 


Elects Mrs. Stretch Head 

Mrs. Harold A. Stretch has been | 
elected president and publisher of 
Camden Newspapers Inc., Cam- 
den, N. J., publisher of the Cour-| 
ier-Post. She succeeds her husband, 
who died Feb. 1 (AA, Feb. 5). 
Harold A. Stretch Jr. has been 
elected vice-president; Jane A. 
Stretch, secretary, and William A. 
Stretch, treasurer and general 
manager. 


Schatten Appointed A. M. 

Charles R. Schatten, formerly 
with Laurel Process Co., New 
York, has been named advertising 
manager of Pal Blade Co., New 
York, and Personna Blade Co., 
New York. 


| 


> 
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By His Own 


STATE MEDICAL JOURNAL 


HE reads and respects his own State Journal for its 
scientific papers, turns to it for local news of the 
profession, depends upon its advertising messages — 
always acceptable to the A. M. A. Councils. 

Spot your campaign in the states you choose, or 
broadcast it to every doctor in the 42 states covered by 


the 34 State Journals! 


budget, our 29 Convenient Space Budgets will 
help you allocate your medical advertising dollar 


to the best advantage. 


Glad to send you a set of these time-saving figures 
“Budgets,” 


now. Just say 


STATE JOURNAL ADVERTISING BUREAU 


of the American Medical Association 


535 N. Dearborn Street 


Lustenin 1g 


lo The Message You Send 


Whatever your needs or your 


and address 


* Chicago 10, Illinois 


34 Journals Covering 42 States 


ALABAMA DIANA NEW ENGLAND ROCKY MOUNTAIN 
Jewenal of Med. Assn. of = Stote me Assn. Jeni. of Jent. of Med. (Mass., Med. Journal (Cole., Utah, 
ARITONA OWA New Hamp -» New Mex., Mont it.) 
Medicine State ws Journal of WEW JERSEY SOUTH CAROLINA 
ARKANSAS ANSAS Journal of Med. Sec. of Med. Assn. Journal of 
Med. Society, Journal of . Journel of NEW ORLEANS SOUTH DAKOTA | 
CONNECTICUT KENTUCKY Med. ond Surgical Journo! Journal of Med. 
Stote Med. } WORTH CAROLINA TENNESSEE 
DELAWARE MAINE Journal tate Med. Assn. Irni. of 
. Journal Med. Assn., Journal of the maqTweresT MEDICINE TEXAS STATE 
ISTRICT OF COLUMBIA MICHIGAN ington, Journal of Med. 
— Stote Med. Soc. Journal of Idehe & Alosko) VIRGINIA 
FLORIDA — P = . , . Monthly 
|. Aceon. Journel jici tate . Journe’ 
- GEORGIA MISSOURI STATE OKLA ay | \——~ 
Journal of Med. Assn. of Med. Assn., Journal State Med. Assn. Irni. . Journal 
AwAI! WEBRASKA PENNSYLVANIA WISCONSIN 
Med. Jeurne! Stote Med. Med. Journe! Med. Jevrne! 


| products—such as 


| Mr. and Mrs. John Q. Public,” 
| James said. 


Advertising Age, 


BREAK—The makeup man did a kindness 


(intentional or not) for Kellogg here with 


@ top-of-page caption that covered everything. It happened in the Feb. 11 Louisville 


Courier-Journal 


Magazine. 


Corning to Open $2,500,000 Glass Center: 
Called an Institutional Ad Investment 


Corninoc, N. Y., Feb. 22—Corning 
Glass Works has announced plans 
for the opening of its $2,500,000 
Glass Center here in May. 

The new building will house 
a museum representing every field 
of glass-making in the industry. 

An extra added attraction will 
be a Steuben glass factory with 
spectators’ galleries from which 
visitors may watch fine glassware 
in the making from the furnace 


to the finishing room. The cost| teurs’ Journal, is moving to 67 W. 


estimate covers only the building 
itself and does not include equip- 
ment and furnishings. 

Opening of the Glass Center, 
which is considered an investment 
in institutional advertising, is 
timed to coincide with Corning’s 
centennial celebration. Public re- 
lations for this event is under the 
direction of E. P. H. James, former 
Mutual Broad- 
casting System 
vice-president, 
who joined the 
glass manufac- 
turer some time 
ago. 

Aside from the 
industry-wide 
implications of 


the project, Mr. 

James points out 

that the center E. P. H. James 
will serve as a 

“gigantic showroom” for “our 


salesmen, who can bring their cus- 
tomers here to give them new 
ideas for the use of glass products.’ 


e He called attention to the fact 
that a major share of the Corning | 


| business comes from large indus- 
| trial buyers. 


“Demonstration of consumer 
Pyrex—here 
should also help to sell glass to 
Mr 
“What better way to 


| get customers than to invite them 


in to watch a product in the mak- 
ing?” 

The Glass Center will be men- 
tioned in Corning’s continuing in- 
stitutional advertising campaign in 


| The move is being made to pro- 


| 

The Saturday Evening Post, he 
said. As a part of this over-all in- 
stitutional drive, Mr. James added, 
there will be films, booklets and 
pamphlets on the history and art 
of glass-making, to be made avail- 
able to clubs and schools. | 
' 

Cowan Moves to New Office | 
Cowan Publishing Corp., pub- 
lisher of Radio-Television Service 
Dealer and CQ-The Radio Ama- 


| 


44th St.. New York, on Feb. 26.) 


| vide larger facilities for Cowan’s| 
| new specialty publications depart- 
ment, which will prepare technical 
manual and instruction books for 
several government bureaus and 
manufacturers of classified elec. | 
tronics apparatus. 


Rosencrans Joins Fairbanks | 

Leo S. Rosencrans, formerly dir- | 
ector and editor of the radio divi- 
sion of the U. S. Office of Educa-| 
| tion, a director-writer for NBC 
land with Wilding Pictures for 14 
years as executive writer, has 
joined the staff of Jerry Fairbanks 
Productions, Hollywood. He will 
divide his time between the Holly- 
wood and Chicago offices of the | 
company. 


Canadian Linage Up 8.4% 


»| tising increased 9.9% 


Canadian daily newspapers 
showed a gain of 8.4% in adver-'| 
| tising linage in 1950 over 1949, ac- 
| cording to the Canadian Daily! 
| Newspapers Assn. National adver- 
; retail, 4.5% 
|and classified, 19.1%. The Ket 


covered 86 member newspapers. | 
| 


| B&B Appoints C. R. Vail 


C. R. Vail, formerly director of | 
marketing research for Crossley 
Inc., New York, has joined Benton 
& Bowles, New York, as account 
executive on Walter Baker choco- 
late products. 


, Rosewin Coats to Orr 


Rosewin Coats Inc., Kansas City, 
Mo., has appointed Robert W. Orr 
& Associates, New York, to handle 
trade and consumer advertising for 
the company’s junior coat line. 
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World Broadcasting 
Programs Used by 
15,426 Advertisers 


New York, Feb. 20—World 
Broadcasting System affiliates 
grossed $10,766,513 in advertising 
revenue from programs and fea- 
tures furnished them by the tran- 
scribed program and library serv- 
ice during 1950, according to a re- 
port from John L. Sinn, president 
of the company. 

Approximately 15,426 advertis- 
ers sponsored World Broadcasting 
produced fare on some 750 sta- 
tions in the U.S. and Canada. 
About half of the group (8,041) 
broadcast programs, accounting 
for $7,823,893 of the total revenue 
Others used World’s themes, jin- 
gles, etc., to build programs or 
spots. 

Best sellers in the program cate- 


gory are: singer Dick Haymes, 
sponsored on 537 stations; “Lyn 
Murray Show,” 421 stations; 
“Homemaker Harmonies,” 407 sta- 
tions; “Forward America,” 432 
stations, and “Steamboat Jam- 
boree,” 364 stations. 


Names United Advertising 


United Advertising Agency, 
Newark, has been named by Wes- 
ton Electrical Instrument Corp., 
Newark, to handle an advertising 
and public relations campaign for 
the recruitment of personnel. 
Newspapers, radio, television, car 
cards and outdoor posters will be 
used. Weston manufactures elec- 
trical instruments. 


Union Liquor to Draznin 

J. N. Draznin Associates, Chi- 
cago, has been appointed to han- 
dle the advertising of Union Liq- 
uor Co., exclusive distributor of 
Hannah & Hogg whiskies, wines 
and champagnes. Newspapers, 
outdoor, television, radio and 
trade publications will be used. 


Colvin Joins Northrop 

Patricia Colvin, formerly mana- 
ger of the traffic department of 
WNBK-TV, Cleveland, has joined 
| the radio and television depart- 
ment of R. D. Northrop Co., Bos- 
ton agency. 


|Names Doyle Dane Bernbach 


Doyle Dane Bernbach Inc., New 
York, has been named to direct 
the advertising and merchandising 
of Mauvel Ltd., New York, dis- 
tributor of Nu-Lips and Parfums 
Renoir. 


CEDAR RAPIDS 


(LINN COUNTY) 


IOWA 


Now A 


METROPOLITAN 
AREA 


As Established by 
U. S. DEPT. OF COMMERCE 


POPULATION 
103,711 


Preliminary 1950 Census Figure 


The Cedor Rapids Gerette offers yeu nearly 
100% coverage beth daily ond Sunday ef 
the metrepoliton area (Linn County) plus 
edequate coverage in 15 other eastern lowe 
counties 
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GOING PLaces! 
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SHIP - TRAVEL 


a. “Ss 
a ——““~ 


S 


THE MILWAUKEE 


outs OF tet Miawarmas 


ROAD 


KEYNOTE AD—This ad is the keynote in o 
new sales-institutional series being run 
by The Milwaukee Road. 


Milwaukee Road's 
Sales-Institutional 
Series Scheduled 


Cuicaco, Feb. 20—Freight and 
passenger service, as well as the 
characteristics of the railroad it- 
self, will be promoted in a new 
sales-institutional advertising cam- 
paign by the Chicago, Milwaukee, 
St. Paul & Pacific Railroad (Mil- 
waukee Road). 

According to the railroad, this 
new promotional expansion marks 
the employment of advertising on 
a broader scale, through magazines 


and trade publications, to help in-| 


crease both freight and passenger 
traffic. 

Newspaper space varying in 
size from 300 to 800 lines has been 
scheduled in 133 dailies and 501 
weeklies. Ads will appear in all 
on-line newspapers and a selected 
list of off-line papers in cities 
where the railroad maintains agen- 
cies. 


es Ads of two-thirds page size are 
scheduled for Dun’s Review, Na- 
tion’s Business, Newsweek, Rail- 
way Age (shippers’ editions), 
Time, Traffic World and U. S. 
News & World Report. 

The sales-institutional campaign 
is in addition to the regular pas- 
senger traffic advertising. Regular 
passenger traffic ads will appear 
in 180 daily newspapers and 26 


magazines, including American | 


Retailers Get Cotton Week Promotion Kits 


New York, Feb. 20—In the mails | 
| last week were National Cotton)| color posters, banners, streamers 


ating stores are unmounted two- 


Council’s promotion kits designed| and counter cards. 


to brief department stores and spe- 
cialty shops throughout the coun- 
try on the council’s merchandising 
campaign for National Cotton 
Week, scheduled for April 29-May 


| 5. 
| As coordinating agency for the 
| program, the council is supplying 

retailers of every type with a com- 
| plete merchandising package, to 


| be backed by a national publicity | 


campaign. 

Included in the promotion plan 
are copy and art ideas for news- 
paper layouts, suggestions for win- 
dow and interior displays, and 
radio copy. Available to cooper- 


@ The National Cotton Week 
theme, “It’s Cotton Time,” also 
will be promoted in car card ads 
in more than 500 cities and towns. 
Additional publicity will result 
from editorials in women's mag- 
azines, network radio support by 
allied industries and extensive 
trade advertising. 


Appoints Hugh Lineweaver 

Hugh M. Lineweaver has been 
named sales promotion director 
of Forest Fiber Products Co., For- 
est Grove, Ore., manufacturer of 
Forest Hardboard. 


| U. S. Rubber Offers New Line 


The mechanical goods division | 


of United States Rubber Co., New 
York, has developed and started 
large scale production of a new 
line of specialties made of both 
plastics and rubber for yarn carry- 
ing operations and textile machin- 
ery. The new line consists of 
about 30 types of specialties such 
as quills, spindle bumper tubing, 
lap winder rolls, sand roll cover- 
ing, etc. Sales and technical serv- 
ice for the new line will be han- 
died by the Passaic plant techni- 
cal service department under the 
direction of Dr. Byron W. Bender. 


Stonehill Joins Ellington 

Dolph Stonehill, former adver- 
tising director and assistant sales 
promotion director of Mandel 
Bros., Chicago, has joined the copy 
staff of Ellington & Co., New York. 


hore 
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_Gerlach-Barklow to Harshe 


Gerlach-Barklow Co., Joliet, Ill., 
manufacturer of calendars and 
advertising specialties, has ap- 
pointed Wm. R. Harshe Associates, 
Chicago, as its publicity and public 
relations counsel. 


Andrew Pallag Joins R&R 


Andrew Pallag, formerly with 
the Roy S. Durstine agency, has 
joined the media department of 
Ruthrauff & Ryan, New York. 


From your color traniparencees 
or artwork— 


| RABBIT COLOR PRINTS 


| Very short rum, 10 to 200, full color 
| reproductions from rd size to 16” 
x 20” for sales promo’ Pp 
displays, etc. at bud prices. Imp 


$ 
170 Park Avenve, N.Y.C., Murrey Hill 6-009! 


| 


| 


| 
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— $ales Potential is Greater in 


SYRACUSE, N. Y. 


A “FIRST” CITY IN THE MIDDLE ATLANTIC STATES* 


Income per Capita is Greater 


Family Income is Greater 


Spendability is 


Greater 


...and the newspaper coverage 


of this important market is at an all-time high! 


Central New York State is acknowledged to be among the most progressive 
communities in the U. S. A. Widely diversified industries and extensive agriculture 
provide high family buying power and maintain steady employment. 


Syracuse is growing in population and consistently high in retail sales volume. 


This responsive key market at the Hub of the Empire State now offers greater oppor- 


tunities than ever. 


se 
a 
| 

é 


Magazine, Holiday, National Geo- | 
graphic Magazine, Newsweek, Red | 
Book, The Saturday Evening Post | 
and Time. 

Supplementing these drives will 
be weekly on-line radio newscasts, 
direct mail, television ,tests and 
new motion picture films. Roche, | 


*Results of Sales Management's 1950 test market survey prove the 
importance of Syracuse as a test market. In actual test campaigns placed in 
1950 these studies rank Syracuse: first in New York State for cities of all sizes; 
first in the Middle Atlantic States for cities of all sizes, and second among cities 
of its size in the United States. 


Ve 


' Williams & Cleary here is the 
agency. 
“ SELLING POWER plus 
Students to Participate 
in ‘Week in St. Louis’ POTENTIAL spells PROFIT 
i Twelve advertising students SYRACUSE NEWSPAPER CIRCULATION provides complete coverage 


from six midwestern universities 
and colleges will participate in the 
sixth annual “Week in St. Louis,” 
March 12-16, under the sponsor- 
ship of the Advertising Club of 
St. Louis as part of the club's col- 
' lege awards program. Students 
will visit newspapers, radio and 
f TV stations, advertising agencies, 
I department stores, printers, pub- 
lishers and other graphic arts pro- 
duction facilities in addition to 
participating in panel discussions 


of this key market. Today, more than 215,000 doily and 333,000 
Sunday circulation delivers the messoge of manufacturer and 


retailer to this great, ready-to-buy, able-to-buy audience. 


For Complete Coverage of this Key Market 
at ONE LOW COST — Use 


with Headers nthe, advertisa HERALD JOURNAL — POST STANDARD 
profession. Mee ahuiee 
cy OS HERALD-AMERICAN POST-STANDARD 
Toronto, has begun installation of ALL BUSINESS (Sunday) (Sunday) 
pronto gana yey 4 1S LOCAL GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 
purposes until completion of its 
permanent building, which is ex- 
pected to be ready for occupancy 
late this year. 
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The Eye and Ear Department 


Tuesdays and Thursdays CBS-TV for 
some unfathomable reason presents, and 
Fatima cigarets sponsors, “The Stork 
Club” with Sherman Billingsley. 

The program itself is one of the most 
fatuous on the air, with a bevy of cele- 
brities sitting huddled at tables in the 
Stork Club while Mr. Billingsley, modest- 
ly billed as 
America’s most 
famous host, goes 
around and in- 
terviews himself 
in front of them. 

On one of the 
programs the an- 
nouncer whisp- 
ered in a deep 
baritone that 
Mr. Billingsley 
would now go 
over to Jack Ha- 
ley’s table, which 
Mr. Billingsley promptly did. Instead of 
giving Haley a chance to make with a 


Sherman Billingsley 


G. D. Crain Jr. Says... 


Earl J. Gaines, advertising director of 
‘the Pittsburgh Press, tossed a bombshell 
into the ranks of retailers and the manu- 
facturers whose goods they sell when he 
exposed recently some figures on the 
number of lost sales which merchants in 
Pittsburgh regularly encounter. Their ex- 
perience is undoubtedly typical. 

The figures, based on data from a con- 


ened panel operated for the newspaper 


by the University of Pittsburgh, represent 
a new type of merchandising research. 
Given to the Newspaper Advertising Ex- 
ecutives Assn. at a recent meeting, they 
highlighted the difficulty of retailers in 
closing sales of home furnishings and 


‘major appliances, where the lost sale 
‘figure is 45%. 

’ As Mr. Gaines pointed out, people shop 
around more for big-ticket items. 


7 
s The stores do relatively better in most 


other lines than in appliances, as lost 


sales percentages are much lower in other 
classifications. In hardware and house- 
wares, it is only 18%; in boys’ wear, 26%; 
in infants’ items, 28%; in men’s wear, 
22%; in domestics, 24%; in girls’ wear, 
29%, and women's wear, 27%. 

Department store executives who have 
commented on Mr. Gaines’ interesting 
findings are not ready to accept the in- 
dictment that a lost sales percentage 
figure necessarily shows poor salesman- 
ship at the retail counter, though they ad- 
mit that better sales training and better 
personnel represent a constant and con- 
tinuing problem of retailing. 

One important executive said that 
women are accustomed to shop in self- 
service establishments such as supermar- 
kets for their food items, and that the 
trend in department stores is toward pro- 
viding greater freedom for shoppers to 
roam around, examining merchandise and 
being provided with sales service rather 
than sales pressure. 


e “This calls for a different type of mer- 
chandising,” he explained. “We have to 
have different kinds of displays, so that 
customers can examine goods readily and 
conveniently. It means more information 
at the point of sale, provided both by 
manufacturers and stores. We are using 
far more descriptive signs which help 
shoppers to select merchandise intel- 
ligently.” 

As Mr. Gains puts it, “Pyramiding of 
sales effort is one of the important fea- 
tures in the high cost of distribution.” And 
he attributed it largely to the inability 
of the shopper to find what she wants in 


few humorous remarks, however, Billing- 
sley kept reminding himself of incidents 
which he insisted on describing as funny. 
After each one, he would grab Haley’s 
arm as if it were a leg of mutton and 
squeeze it—whereupon Haley would at 
least show his teeth. Following the rendi- 
tion of the second “funny” story, over 
which Billingsley had himself in stitches, 
Haley looked at the audience and said, 
“This is the first time I’ve ever found my- 
self playing straight man to a straight 
man!” Touche! 

Billingsley is one of the few men on the 
air who can maltreat Webster and Emily 
Post at the same time. His English is un- 
forgivable, his antics at a table or with a 
guest unpardonable. This reviewer pre- 
dicts that, if the show lasts out its con- 
tract, the sponsor is going to have to 
promise guests a life income free of taxes 
to get them within 15 feet of Billingsley. 
The commercials for Fatima aren't bad, 
but good or bad it’s a cinch they don’t 
stand a chance in such a metier. 


Retail Batting Average is Low 


the first store she shops, or because she 
is not convinced that the merchandise is 
the best she can buy for the price. 
American consumers have been edu- 
cated to regard freedom of choice, which 
means shopping for the purpose of seeing 
the broadest possible range of qualities 


and prices, as important to their satis- 
faction. Competitive advertising and sell- 
ing stimulate making comparison of val- 
ues. But it should be noted that over 79% 
of men buy their suits at the first store 
they shop, possibly because they are not 
as style conscious in the selection of wear- 
ing apparel as their wives and daughters. 


ws One interesting finding was turned up 
in the furniture field, where it was found 
that department stores sell less than one- 
third of the customers that come in to buy, 
whereas speciality stores in this field sell 
over 50% of their prospects. Neighbor- 
hood stores also do relatively well in 
closing their sales. 

Mr. Gaines also reported that depart- 
ment stores make most of their sales to 
a minority of their customers. The big- 
gest store in town sells 59% of its volume 
to only 33% of its customers. Sears stores 


Employe Communications... 
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in Pittsburgh sell 60% of their volume to 
only 26% of the families which deal there. 

From the standpoint of the national ad- 
vertiser, the Pittsburgh study is highly 
significant. Failure of a store may be due 
to inadequate stocks or downright poor 
service at the retail counter, or it may 
be even more the result of lack of convinc- 
ing information that the salesperson can 
pass on to a customer shopping for this 
particular type of merchandise. 

If the batting average on retail sales 
opportunities is to go up, salesmanship 
will obviously need improvement. But 
manufacturers of branded merchandise 
must share the responsibility of providing 
salespeople with specific information that 
will enable them to convince the pros- 
pect of the value of the product, without 
necessarily waiting to be exposed to many 
other competitive offerings in many other 
stores. 


Are You Neglecting Manpower Problems? 


By Rosert NEwcoMB and Marc SAMMONS 


e A NATIONAL manufacturing concern 
has been asked by Uncle Sam to take over 
and operate a defense production plant in 
the East. The skill of the company’s oper- 
ating men is unquestioned, and the ex- 
cellent production record made in World 
War II is expected to be duplicated. Right 
now the fatigued warriors of the em- 
ployment office are not only welcoming 
practically all applicants for jobs at the 
plant; there are additional emissaries 
traveling over much of the country, scoop- 


Income and Taxes: 1940 and 1950 


Married Person with Two Children 
Prepared by National Industrial Conference Board 


ing what they can out of the country’s 
shallow manpower reservoir. 

This organization has seen this new ac- 
tivity on the horizon for the better part 
of a year. It has been aware for many 
months that several thousand men would 
be required for work in the plant. It has 
made what the company considers fairly 
suitable provision for getting the place in- 
to production, with one exception. The ex- 
ception is an important one: Manpower. 


e Although the company operates prac- 
tically from coast to coast, it is almost 
unknown in the area in which the re- 
activated plant is located. Because it has 
never had any measurable public rela- 
tions, it is unknown nearly everywhere 
else. There is a daily dribble of applicants 
at the plant gates, but no arrangement has 


1950 been made for enlisting the interest or 
Income enthusiasm of a man looking for a job. 
1su0 Needed to Loss The waiting room is completely free of 
Maintain Through literature of any kind, and the supply of 
Income Income 190 Income Depréci- informational manuals for new employes 
Before After Purchasing After ation of was exhausted about the middle of last 
Taxes Taxes Taxes Power Vaxes(2) Taxes Dollar year, with no provision for a modernized 
issue. 
$1,000 $ ... $1,000 $ 1,649 S Ae $1,649 $ 649 The ambassadors from the employment 
2,000 ae 2,000 3,437 139 3,298 1,298 office, out in the field seeking men, have 
3,000 ee 3,000 5,4h8 501 4,947 1,947 nothing with which to fortify their selling 
4,000 35 3,965 75394 856 6,538 2,573 story except a few outdated catalogs. The 
5,000 75 4,925 9,367 1,2h6 8,121 3,196 organization has never had a publication 
5,500 95 5,405 10, 366 1,453 8,913 3,508 for its employes, on the mystifying basis 
6,000 11h 5,886 11,382 1,676 9,706 3,820 that it makes no consumer goods. (What 
6,500 134 6,366 12,451 1,953 10,498 4,132 that has to do with it is anybody’s guess.) 
7,000 163 6,837 13,500 2,226 11,274 4,437 The new employe could have a copy of a 
7,500 205 7,295 1,520 2,491 12,029 4,734 drab little booklet on pension and benefit 
8,000 2u6 7,754 15,551 2,765 12,786 5,032 plans, but it is now out of date and no- 
8,500 288 8,212 16,632 3,090 13,542 55330 body seems to have found the time to re- 
9,000 33h 8,666 17,700 3,410 14,290 5,62h vise it. 
9,500 387 9,113 18,753 3,726 15,027 5,904 
10,000 LO 9, 19,830 4,066 15,764 6, 20h e@ The working men of America are for 
11,000 550 10,450 22,054 4,822 17,232 6,782 the most part patriotic people, and when 
12,000 678 11,322 24, 287 5,617 16,670 7,348 the cards are down they will dig in for 
13,000 810 12,190 26,595 6,494 20,101 7,911 Uncle Sam. They have, however, a natural 
13,500 884, 12,616 27,758 6,954 20,804 8,186 = desire to apply their skills in as com- 
14,000 959 13,041 28,987 7,482 21,505 8,464 fortable surroundings as possible, and the 
15,000 1,118 13,882 31,421 8,530 22,691 9,009 more they know about a place of om lo 
16,000 1,29 14,706 33,985 9,735 2h 250 9, Sub ment, the more quickly they ca decide 
17,000 1,476 15,524 36,598 10,999 25,599 10,075 — whether a shift is desirable The col d 
18,000 1,685 16,315 39, ee Same «= teen tn Ged af hn eet, cet 
19,000 1,901 17,099 hi ,945 a a ptt ey ng cot 
20,000 2,143 17,857 16 oe ee nn nye 
21,000 2,391 18,609 Ca Mh we Oe ee ee Se oe ey 
. C g in a defense factory, who figures 
22,000 2,666 19,334 50,429 18,547 31, 862 12,548 he is already doi his sh , 
23,000 2,948 20,052 53,317 20,251 33,066 13,01b meshenlner 7g ping ss share. They don’t 
21,000 3,256 20, 7k es 6lU KU le ee eee 
. rker, either, because he is in a position 
25,000 3,571 21,429 59,126 23,790 355336 = 13, 907 bo eulieet Ghee Gateeee 2 
27,500  iyy423. 23,077 —e. ges wee Be OS eee 
30,000 5,315 2h, 685 73,760 33,05 0,706 16,022 ° Tey Se cheees 
40,000 9,227 30,773 +~=-107,3K0 56,595 50,7h5 19,972 hata tegpmdhandhr emt raadiyio nan 
50,000 13;7h1 36,259 146,721 86,930 59,791 23,532 to neglect its communications with em- 
60,000 18,898 ia} 102 195,838 128,061 67,777 26,675 ployes, to reason that the muffled roll of 
80,000 30,263 49,737 325,960 2h3, Subs 82,016 32,279 the drums will take care of everything. 
100,000 42,948 57,052 452,389 357,310 = 9079» 37,027 At this point non-defense plants are sub- 


(1) Computed at prevailing rates. 
Source: U. S. Treasury Depart ; 


ment; Conference Board. 


ject to raiding, and the employe follows 
the sweetest music. 
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Hoffman, Blees See 
Heavy Ad Budgets 
for TV, Appliances 


San Dreco, Cat., Feb. 22—Two 
leaders in the television and ap- 
pliance industry discounted crepe- 
rimmed reports of 1951 production, 
urged a return to competitive sell- 
ing and promised vastly expanded 
advertising programs in addresses 
before the annua] winter confer- 
ence of the San Diego Bureau of 
Home Appliances. 

H. Leslie Hoffman, president of 
Hoffman Radio Corp., 
thinks the television industry’s 
magazine and newspaper program 
will be heavy, “limited only by the 
paper supply.” 

William A. Blees, vice-president 
and general sales 
manager of Avco 
Mfg. Corp.’sCros- 
ley division, said 
he expects stiff 
competitive sell- 
ing in home 
freezers and re- 
frigerators, add- 
ing, “That means 
big advertising 
budgets.” 

They addressed 
500 dealers and 
distributors who 


William A. Blees 


make up the bureau, one of the) 


most active groups in the country 
devoted to cooperative advertising 
and sales assistance designed to 
provide an ever-expanding mar- 
ket. 


said he} 
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| The group works closely with, service men.” 
| the utility, San Diego Gas & Elec-| He predicted that “1951 will def- 
| tric, in a year-’round campaign, initely be a sales year,” adding, “I 
|which also includes free sales have confidence in the production 
| training classes for personnel of capacity of America. This nation 
| participating companies. | has never yet failed on a produc- 
How successful it has been was tion job.” 
disclosed by J. Clark Chamberlain,! Mr. Hoffman urged dealers and 
secretary-manager, who said an- copywriters to “forget the practice 
nual volume of appliance business | of looking for a buying stimulant 
in San Diego County has expanded in newspaper headlines. Too long 
from $2,000,000 to $37,500,000 | we have leaned on scare buying 
“within my memory.” and have given too little emphasis 
|on the pleasuré and enjoyment of 
e Mr. Hoffman was particularly | television.” 
scornful of predictions that tele- He said the sales approach must 
vision production would be curbed | be that of “selling a seat to a 
drastically by defense-caused show.” The TV executive illus- 
shortages of vital materials. trated this by citing Hoffman’s re- 


be tough, but if they don’t get off 
their duff we will.” 

He urged dealer use of women 
salesmen. “We are the only indus- 
try that sells things to women and 
uses men almost exclusively to do 
the selling,” he said. “There has 


we have been able to get away 
with it. My prediction is that the 
company which makes the best suc- 
cess in 1951 will be the one which 
uses women for selling, not merely 
for demonstrating.” 


es Young men won't be available 
for selling jobs, Mr. Blees said, 
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“we're ever going back to the day 
|when I sold new Chevrolets for 
| $295; instead we're going to be 
| selling television sets for $400 in- 
| stead of $199. We’re going to make 

every effort to keep them at $299, 

but it will be difficult to do so.” 


‘Art News’ Names Chase 
Herbert Chase, who once op- 
erated his own advertising and art 
studio in New York, has nm ap- 
pointed advertising director of 
| Art News. Robert S. Frankel con- 
| eames as advertising manager and 
will concentrate on the eastern 
territory. Art Foundation, pub- 
lisher of Art News, will move to 


been such a strong demand that) 


“American industrial ingenuity 
is going to work on problems 
created by such shortages, and it 
is coming up with the anwers,” he 
declared. The following advances, 
he said, have been made or are 
well along, in Hoffman laborator- 
ies: 

“Cobalt has been a critical item 


cent announcement that it has ob- 
tained release of 18 post-World 
War II movie films for televising. 
“Some of them are still running 
in theaters,” he added. 


s Mr. Blees, who left a top job with 
Consolidated Vultee Aircraft Corp. 
here two years ago to begin an 


and older salesmen largely “have| 654 Madison Ave., New York, 
| been ruined” by the prolonged sell- | effective March 1. 

ler’s market. He promised that) 

“Crosley’s going to do that job| DuMont Names Leslie Arries 


Leslie G. Arries Jr., staff direc- 
tor of Station WABD, New York, 
has been named assistant to C. G. 
Alexander in administration of the 
program production department of 
the DuMont Television Network, 


(introduction of women salesmen) 
whether anyone else does or ast.) 

Mr. Blees said he is currently | 
engaged in a campaign with banks 
| to make them realize that they | 
must loan more dollars to appli- 


| 
_ ADDRESSING - MIME” 
Me ncao pusanea es eee gale : 
THE LETTER SHOP, Inc. 
431 5. Dearborn St., Chicago 5, IMinocis 


because it has to be imported from 
the Belgian Congo and it goes into 
jet engines. Our deliveries of it 
j}have been cut 20%-30%, but 
| through a redesign of speakers we 
have eliminated 90% of the cobalt 
required. The engineering on this 
has been completed. “We don’t have total war now, 

“Copper is another short-supply but even if we do get into such a 


| aggressive drive with Crosley, 
| agreed that competitive selling is 
| the key for 1951. 

He predicted that government 
attempts at production controls 
Will break down in “the Washing- 
ton confusion.” 


material. We are in the process of | war it would be impossible to use 
redesigning sets so as to eliminate | all of this nation’s expanded plant 
| 40% of the copper formerly used. capacity for war. If we are given 
“Nickel is used in speakers and | some freedom to use American in- 
tubes. We have found nickel-plated | genuity, you (the dealers) will 
steel is a substitute which sacri-| have all the products you can sell,” 
fices nothing in excellence of the | he said. 
product.” 


|@ The television executive, who|in the appliance industry, 
won plaudits on the Pacific Coast | Biees said it was done by determi-: 
by putting conference‘ football on | nzetion to take over the leading 
TV, admitted such substitutions) position in the fieid. 

may make sets cost more, but in-| 


! 
|@ Reviewing Crosley’s quick rise 


ance dealers than ever before. 

“That's because we are going to 
stay on an entirely new price pla- 
| teau—not because we're getting 
| more for our product, but just be- 
| cause we must get a lot more paper 
dollars to make up the same 
amount.” 


He said no one need expect that 


New York. 


Names Cunningham & Walsh 
Cunningham & Walsh, New 
| York, has been named by the Se- 
neca textile division of United 
Merchants & Manufacturers, New 
York, to handle its national 
and consumer advertising pro- 
gram. 


Mr. 


“I haven't time to lick Norge and | 
sisted “we won't sacrifice perform- Philco and Kelvinator,” he thun-/| 
ance—we can’t afford to with the dered. “There’s just one I want to} 


prospects that there will be fewer lick and that’s Frigidaire. It may| 
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Already Signed for Quick for 1951 


24 TYPES OF PRODUCT ADVERTISING 


Piston rings . . . cigarettes . . . automobiles . . . the 
breakfast foods! That's just a sample of the growing variety 
of products being advertised in QUICK in 1951. To reach 
the more than a million people who buy QUICK every week, 
advertisers of products listed below have already booked 
271 pages for this year. That's more than 4 times 

as many pages as QUICK carried for the entire year 1950 
... and they’re still coming! 


ONE REASON FOR THIS ACCEPTANCE: 


Spotlight visibility for every ad 


Each ad in QUICK is a full page. If requested, each ad 
faces an editorial page. With QUICK’s fast, readable 
format, your ad just can’t be missed! See for yourself 
how each ad stands out in the current issue of QUICK! 


PRODUCTS BEING ADVERTISED IN QUICK: 


railroad transportation 
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Pittsburgh CofC and WDTV 
Cooperate on Civic Series 


To the Editor: The Pittsburgh 
Chamber of Commerce in cooper- 
ation with Station WDTV has in- 
augurated a new television series 
that we think has a very unusual 
approach. It has demonstrated 
very effectively to the chamber 
membership and producers of the 
program the tremendous impact 


which proper presentation of tele- | 


vision has on a viewing audience. 

Our television situation in Pitts- 
burgh is somewhat unique. We 
had only one station in operation 
when the FCC freeze was clamped 
down. That station was WDTV, a 


DuMont affiliate. Waiting for the | 


thaw to the FCC freeze, viewers in 
this area (212,000 estimated sets 
in Allegheny County—estimated 
550,000 viewers) had really only 
one choice~-watch WDTV or don’t 
watch television. That naturally 
brought up complaints from people 
based on the old Lincoln adage 
that you can’t please all of the peo- 
ple all the time.... paraphrased. 

That's where the Pittsburgh 


—_ 


Handsome Returns 


in Mail Order. Start on a shoe string 
and earn a substantial income. De- 
tails, ideas, know-how in “HOW TO 
START YOUR OWN MAIL ORDER 
BUSINESS.” —PRINTERS’ INK: “A 
Well Organized, Compact and Prac- 
tical Guide.” —KIPLINGER’S MAG- 
AZINE: “. . . presents a made to 
order opportunity to the shy but re- 
sourceful person .. ." —FORBES 
MAGAZINE: “. . . Shows how to 
start with a minimum copie out- 
lay..." Only $2. RAVON PUBL. 
Bost T682, 113 W. 57th St., N.¥.C, 17. 
Refund privilege. 


Chamber of Commerce-WDTV 


television series comes in. This 
series was formulated as a pub- 
lic relations move both for the 
Chamber and WDTV. The series 
was originally scheduled for 
13 weeks with option of extension 
to 26 weeks. It is scheduled for 
every Sunday afternoon—one 
half-hour—1:30 to 2 p. m. Each 
week a Pittsburgh problem or sub- 
| ject affecting the district—crime, 
smoke control, public housing, 
NCAA ban on football televising— 
is discussed. 

This series has been formulated 
as a panel-forum type program 
with a moderator (Dr. Albert B. 
Martin, professor of political sci- 
ence—University of Pittsburgh); 
| three questioners from the Civic 
| Salesmen's Club of the Chamber of 
Commerce; and guest experts on 
| the subject to be discussed. 
The exceptionally unusual fea- 
|ture of this series is a program 
| scheduled for Sunday, Feb. 18. On 
that day, WDTV will put itself on 
|the witness stand and be cross- 
examined by the viewers in the 
area. Viewers will be asked to sub- 
| mit questions to the Chamber of 
Commerce concerning program- 
ming, operation and every other 
thing about television that in- 
trigues them. WDTV will have two 
representatives appear on the pro- 
gram to answer all questions. 
There will be no punches pulled. 
The questions will be screened by 
the producers of the program to 
assure the pertinency of the ques- 
tions. Since only unofficial an- 
nouncement of the program has 
been made so far, only a few 


rich portion 


POWER WBNS 5000-WELD 53,000-CBS COLUMBUS, OHIO 


‘WBNS gives you this 


producing Ohio. 


covers the market at lower cost to 
advertisers. 


of sales 


you advertise on 
980 WBNS fomilies 
387,469,000. WBNS 


test will prove to you that you get the 


questions have trickled into the 
Chamber of Commerce file. Some 
questions are really farfetched. 
One question states: “I like 
everything about the station ex- 
cept the tie one of your announcers 
wears. What can you do about it?” 

The questions for the program 
will be voiced by the Civic Sales- 
men's Club of the Chamber of 
Commerce, but for this special 
program questions of the listeners 
will be used. 

When the series was first dis- 
cussed, there was the usual feel- 
ing of the apathy that would re- 
sult in the viewing audience to a 
public service show of the type. 
The response has really been in- 
credible. We are now in our fourth 
week of the series and we have 
caught the imagination of the 
listeners. In fact, our third pro- 
gram on public housing has proved 
so popular and controversial that 
there has been a demand that the 
subject be repeated. 

For an area previously unex- 
posed to television, the results 
have been interesting. Listed be- 
low are some of the programs 
which have already been televised: 
“Is THE CHAMBER OF COMMERCE 
NECESSARY?”; “PITTSBURGH'S SANI- 
TATION PROBLEM”; and “PITTS- 
BURGH’S PUBLIC HOUSING FUTURE.” 
Other subjects scheduled for pro- 
duction are “CRIME IN OUR CITY,” 
“HAS SMOKE CONTROL BEEN SUCCESS- 
FUL?,” “PITTSBURGH’S ONE STATION 
TELEVISION MARKET,” “THE NCAA 
BAN OF FOOTBALL TELEVISION,” “THE 
MYSTERY OF TAXES,” “WHAT ARE WE 
DOING ABOUT FLOOD CONTROL?,” “THE 
PENNSYLVANIA JUDICIARY PLAN,” 
“CIVIL DEFENSE.” 

The program is being handled 
by Ketchum Inc., public relations 
counsel of the Chamber of Com- 
merce. 

DonaLp J. HOWARD, 

Public Affairs Division, The 

Chamber of Commerce of 

Pittsburgh, Pittsburgh, Pa. 


Fewer Glasses Displayed. 
Critic Observes and Approves 

To the Editor: We advertising 
people are prone to criticize, and 
often harshly. I think we should 
be equally ready and willing to 
applaud. 

A few months ago you printed 
my letter condemning the publi- 
cation of photographs which might 
give the younger generation a 
wrong slant on the advertising 
business; in particular, pictures of 
persons drinking hard liquor at 
| serious business gatherings. A 
number of your readers wrote me 
ee co approval of my crit- 
icism. 

I should like at this time to 
applaud the manner in which you 


ASK JOHN BLAIR 
NATIONAL REPRESENTATIVES 


| have cropped (?) or omitted pho- 
|tographs of this type since you 
| printed my letter. Thank you for 
| your splendid cooperation. 
W. N. MAcKey, 
Newman Brothers Inc., Cin- 
cinnati. 

AA is not sure the applause is 
| wholly deserved, but if there seem 
|}to be fewer cocktail glasses “at 
| serious business gatherings,” per- 
haps it’s all to the good. 

+ e e 


Photography Is Art, Agency 
Says The Creative Man Said 
To the Editor: The “Creative 
|Man’s Corner” of Jan. 8 caused 
considerable interest here. 

The point has been debated by 
people everywhere whether photo- 
graphy is art. 

Now you and your associates 
proclaim once and for all in this 
article that it is. You call our 
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The gift thats so ‘tight for so many — 2 Kodsh comers 


We thank you, for what you are 
really saying is that anything 
beautifully done is art. And for 
this very reason, the Kodak Co. 
and we have a conviction that a 
fine photograph in an advertise- 
ment will sell a product or a serv- 
ice as well as, and often better, 
than a great painting. 

THAYER JACCACI, 
Vice-President, J. Walter 
Thompson Co., New York. 
When AA queried Mr. Jaccaci 

further to make certain that he 
is saying here that Eastman’s 
Christmas ad used a photograph, 
not a painting, Mr. Jaccaci replied 
that the illustration is “a very 
wonderful color shot...very na- 
tural photograph,” which used an 
electronic scanner for high fidelity. 
He says the chin of the man “may 
have been retouched slightly,” but 
that the woman's face was not re- 
touched at all. 
+ . * 


It's ‘Doughnuts’ in Detroit 

To the Editor: John Evans’ con- 
tribution on local customs that 
baffle advertisers aiming at a na- 
tional audience (Voice of the Ad- 
vertiser, Feb. 5 issue), is very in- 
teresting and has plenty of sound 
thinking in it, but is a bit astray 
on specific facts. 

Maybe he couldn't find a dough- 
nut in Detroit, but any native can. 
Even a casual glance at the classi- 
fied phone book shows 19 places 
in town advertising under “Dough- 
nuts”—none under “fried cakes”— 
though that term is certainly fam- 
iliar enough as a synonym around 
the Motor City. All but one have 
the first term—usually _ spelt 
“donut”—in the name of the shop. 
(It pays to advertise?) Not to men- 
tion the thousands of restaurants 
and groceries, where we have yet 
to hear of a clerk reaching for his 
Webster to find out what the cus- 
tomer was talking about. 


We could even show Mr. Evans 
quite a few places in town where 
he can get bagels and lox for 
breakfast. 

HAVILAND F. REvEs, 

Haviland F. Reves Associates, 

Detroit. 


Pumpkin Cobbler, Please 

To the Editor: “No Pie in In- 
diana?” 

While indicting “bright begin- 
ners” in copywriting for being 
“untraveled and uninformed” 
(Voice of the Advertiser, Feb. 5), 
John Evans indicts and convicts 
himself. 

“How would a San Francisco 
artist know that there is no pie 
in Indiana? It’s cobbler.” So says 
Mr. Evans, who gives his address 
as Chicago—just a few miles from 
the Indiana state line. 

Having lived in Indiana over 20 
years, and having traveled every 
one of the state’s 92 counties, I 
seriously doubt that Mr. Evans has 
ever eaten pie or cobbler in the 
Hoosier state. It certainly would 
add to his background as a copy- 
writer (and as a writer of “Letters 
to the Editor”) if he were to ask 
any waitress, any housewife in In- 
diana, for lemon, pumpkin, mince 
or coconut “cobbler.” Pie is known 
as pie in Indiana the same as it is 
in Chicago’s Loop or New York’s 
Automat. Cobbler is not pie. If Mr. 
Evans would like to try “cobbler” 
I'll gladly send him a recipe. 

As the head of an agency hand- 
ling the advertising for a mill 
that ships carloads of “donut mix” 
and “fried cake mix” into Detroit, 
and being a frequent visitor in 
Detroit, I am sure that Detroiters 
know the difference between raised 
type and cake type donuts, only 


the latter being called “fried 
cakes.” 
I have eaten in cafeterias in 
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Advertising Age, 


both Chicago and Indianapolis. I 
have never noticed the difference 
in tray handling he mentioned. I'll 
be watching for this the next time 
I serve myself in either city. I 
don’t want my copy to read like 
that of a “bright beginner.” 
Although I have spent many 
weeks in New York City, I have 
never seen a breakfast menu list- 
ing “bagels and lox.” I'll be in! 
New York for two weeks next) 
month, and I’m planning to order | 
that combination for breakfast | 
every morning. I don't want pro-| 
duction managers and proofreaders | 
to blindly accept (yes, I split °em) 
my “oddities” as “precious and 
inscrutable creations of a higher 
order of intelligence.” I want to 
understand the “mores.” By the 
way, Mr. Evans, what is a “more”? 
C. E. Inrte, 
Bryan, O. 


Caterpillar Spreads Safety 
Messages with Brochure 

To the Editor: For many months 
we have been engaged in an ad- 
vertising campaign [color pages in 
national magazines] designed to! 
point out some of the grave prob- 
lems that exist in connection 
with our highway transportation 
system. Our direct interest in such 
a program is obvious so we have 
real reason to focus public atten- 
tion on a problem that is nation- 
wide in character and of grave 
concern to everyone. 

The enclosed brochure brings 
several of these ads together and 
is being mailed to key officials 
and influential citizens throughout 
the country. We thought you might 
like to see it so we are sending you 
a personal copy. 

Pau. C. SMirH, | 

Caterpillar Tractor Co., Peoria, | 

Til. 


Irresistible 

To the Editor: Actually, the 
unforgivable did happen, as you 
will see by the attached ad— 


thanks to our excellent agency, 
Cunningham & Walsh Inc. (Mur- 
ray Hill 3-4900). 

This is one of two special ad- 


vertisements that were prepared 
for dealer use in certain areas. 
MALCOLM LuNpD, 
Advertising and Sales Promo- 
tion Manager, The Murray 
Corp. of America, Scranton, 
Pa. 


The Creative Man had said (AA, 
Dec. 25): .The Murray Corp. 
... deserves perhaps two small 
pats on the back for foregoing 
what must have been an enormous 
temptation...” 


It's ‘Related Selling’ 


To the Editor: From the pic- 
ture on Page 50 of the Feb. 5 issue 
I gather that AA is now serving 
tea (“T Cup Queen”) with lemon 
(“Lemon Girl” of several months 


back). 
Ivan J. WATSON, 
Business Manager, Dairy- 
men’s League News, New 


York. 
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Century Sets Canadian Drive 


Century Products Ltd., Toronto, 
has scheduled promotion for its 
Mile-O-Meter and Motor Tune- 
Up gauge. Ads will run in Cana- 
dian Motorist, Maclean’s Magazine, 
Montreal Standard and Time 
(Canadian edition), with other 
publications scheduled in the 
spring and summer. Tandy Ad- 
| vertising Agency, Toronto, is 
handling the campaign. 


| Two Join Basford Agency 


Frank X. Banko and Frederick 
| W. Payne have joined G. M. Bas- 
ford Co., New York, as account as- 
sistants. Mr. Banko previously was 
an account man with Charles Dal- 
las Reach Co. and Mr. Payne for- 
merly was a copywriter with O. S. 
Tyson Co. 


Acquires Wabash Agency 


Gregory & House, Cleveland, has 
acquired Wabash Advertising 
Agency, Terre Haute, Ind. Wabash 
will be operated as the Wabash 
Advertising division of Gregory 
& House. Myra Jenco, head of 
Wabash, will continue in that cap- 
acity. 


| 


Admen Elect Kelly President 
Paul Kelly, of Kelly-Lamb Ad- 
vertising, Columbus, O., has been 
elected president of the Midwest- 
ern Advertising Agency Network. 
Roy C. Goettsche, of Advertising 
Associates, Saginaw, Mich., and 
Mel Roman, of Roman Adver- 
tising Co., St. Louis, have been 
named vice-presidents. Chester 


Gile has been renamed secretary- | 


treasurer. 


KPO] Names McLain 


Harry C. McLain, formerly class- 
ified advertising manager of the 
Oregonian, Portland, Ore., has been 
named account executive of Sta- 
tion KPOJ, Portland, owned and 
operated by the Portland Journal. 
He succeeds James W. McClintock, 


duty in the air force. 


Voids Bows in Canada 


Adrem Pharmacal Laboratories, 
Toronto, is using six-column ads 
in selected dailies to introduce its 
chlorophyll deodorant tablets, 
Voids. The Toronto office of Ar- 
mand S. Weill Co. is handling the 
campaign. 


| 


Hosler Agency Appoints Two 

William E. Bergstrom Jr. has 
been appointed traffic control 
manager of Hosler Advertising 
Inc., Peoria, lll. David B. Grimm, 
formerly with Deere & Co., Moline, 
Ill, has joined Hosler’s copy de- 
partment. 


Retains Julius Klein 


Julius Klein, Chicago public re- 
lations organization, has been re- 
tained by Picture Moulding and 
Framed Products Assn., Chicago. 


4 
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| Airs Phyllis Brooks Show 
Kid Leather Guild, New York, 
through R. D. Northrop Co., Bos- 


ton, is sponsoring the Phyllis 
Brooks show over WBZ-TV, Bos- 
ton, on Tuesdays, 3:30-4 p.m. 
Phyllis Brooks interviews visiting 
celebrities. 


Baldwin Joins Station KNX 

Mel Baldwin, formerly manager 
of Station KTIL, Tillamook, Ore., 
has resigned to join Station KNX, 
Hollywood, as a staff announcer. 


15% MILLION 


who has been recalled to active | 


car market! 


—ready for intensive sales development! 
You reach all segments of the Southern 
and Southwestern automotive trade with 


SOUTHERN AUTOMOTIVE JOURNAL 


@ 806 Peachtree St., N.E., Atlauta 5, Ga. 


rege 
reaches fl 


REPRESENTED NATIONALLY 
BY MOLONEY, REGAN 
& SCHMITT, INC. 


FIRST in circu 
Daity 224,3) 


Oregonian 


PORTLAND, OREGON 


The Great Newspaper of the Hest 
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MISS ELVA W. WILCOX Press and specialized in magazine | 
New York, Feb. 20—Miss Elva) Printing. Subsequently, she organ- 

W. Wilcox, director and secretary i2¢d Taylor Paper Co. and became | 

of Window Advertising Inc., treas- active in promoting store displays | 

urer of Taylor Paper Co., which | @%d window advertising. 

she organized, and well known in | 

the local paper and printing fields H. M. — 

as the only woman paper jobber,| Towanpa, Feb. 20—H. M. 

died Feb. 18 after a long illness. Turner, 72, Ane Foc and editor of 
One of her first positions was the Towanda Daily Review, died 

with Williams Printing Co., pub- yesterday after a long illness. He 

lication printer. Later she became | was one of the original members 

sales manager of the Berkeley of the Pennsylvania Newspaper 


| Publishers Assn. 
Here's What We Read! 


ROLAND T. PATTEN 
If you want full information about 


OAKLAND, CAL., Feb. 20—Roland 
our coverage drop us 8 line asking for T. Patten, 86, retired publisher and 
cur Beeklet Ne. 60 which lists more | ©ditor of the Independent-Reporter 
than 2100 publications that we read, | Of Skowhegan, Me., and a former 
divided into four.major classifications. | editor of the Herald, Presque Isle, 
Booklet also contains some 


Me., died here Feb. 18. He had re- 
information about our method of han- he : 
dling clippings. Beeklet Ne. $0 “Maga- sided here since 1948. 
zine Clippings Aid Business” cells 
how the service is used by business 
organizations and their agencies. 
BACON'S CLIPPING BUREAU 
Business Papers @ Farm Publications 

~ Consumer Magazines 

243 Se. Decrhorn St., Chicago 4 


SAMUEL H. WILLIAMS 
WINTER ParK, FLA., Feb. 
Samuel H. Williams, 86, honorary | 
| board chairman of J. B. Williams 
'Co., soap and shaving cream man- 


19— | 
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ufacturer, died here Feb. 17. In . 

1886 he joined the company found- | Wise Is Named 
ed by his father, became its presi- 

dent in 1926, board chairman in 


_ 
ee = New President 
| PHILADELPHIA, Feb. 20—L. Fred-| 0 Macfa en 


}eric Sanville, 57, public relations| 
counselor here, died Friday in|. 
Pennsylvania Hospital. r 


THOMAS McKNIGHT 
PHILADELPHIA, Feb. 20—Thomas | 
McKnight, with N. W. Ayer &| 
Son before retiring in 1934 after 
57 years with that agency, died 
| on Feb. 15 at his home. He was 89. 


(Continued from Page 1) 
t should be comforting to know 
that the guiding reins of the com- 
| pany will be in the hands of one 
who has contributed materially to 
its growth from the days of its in- 
fancy.” 


@ Mr. Manheimer also issued a 
statement, saying: “The stock- 
| holders, who now have working 
| Colgate Adds Drama | control of Macfadden Publications 

“Kings Row,” a new Monday | Inc., have authorized me to an- 
| through Friday daytime drama|nounce that Harold A. Wise has) 
| based on the best-selling novel of | agreed to return to Macfadden | 


the same name, will be heard) pyplicati i 
over CBS “starting Feb. 26 at 3:15 of ——— 
.M., olgate - Palmolive- “en 
— Co., Jersey City, is the spon- After outlining the day of re- 
turn, etc... Mr. Manheimer pointed 


| see and William Esty Co., New . 
York, the agency. out that Mr. Wise is returning from 


More and more 


are becoming 
and remaining 


Atte ee pee te OD OO Altar, ili 


‘ 


advertisers 


os THE TURN of the year the 66 leading export ad- 
vertisers listed here have been reaching the exception- 
ally high concentration of the world’s most-likely-to-buy 
prospects who read LIFE International. To 49 of these 


exporters this is a carefully planned continuation 


international advertising program started during past 
years. But, to 17 of them, LIFE International advertis- 


ing is a new and stimulating selling adventure. 


And, as the weeks go by, more and more equally high- 
caliber exporters are realizing the tremendous advertising 
values offered to them by LIFE International. They are 
doing something about it too. Already the volume of ad- 
vertising, space booked in LIFE International for 1951 ex- 
ceeds the volume of advertising which ran in 1950—and 


1950's volume was 89% ahead of 1949! 


For full details on how LIFE International sells where 
you sell, pre-sells where you will sell, write for your copy 


of “How to Take the Guess Out of the Future.” 


International 


9 Rockefeller Plaze, New York 20, N. Y. 


- Jeading exporters 


Dems rint o 


International 


First-timers : 


Associated Electrical Industries Ltd. (Britain) 
The Bank of Tokyo (Japan) 

Cherry Heering Company (Denmark) 

The Dolcis Shoe Company (Britain) 
Harry Ferguson Limited (Britain) 

Festival of Britain 1951 

Fiat (/taly) 

Franke & Heidecke (Germany) 

Hotel du Rhéne (Switzerland) 
International Shoe Company 
Miles-Martin Pen Co. Ltd. (Britain) 

H. Morris & Co. Ltd. (Britain) 

Jack Olding & Company Limited (Britain) 
Ramsey Corporation 

Rootes Group (Britain) 

Singer Motors Limited (Britain) 

Teikoku Kasei Jogyo Co. Ltd. (Japan) 


: Rerun tt 


Old-timers : | 


Allis-Chalmers Manufacturing Co. 
The British Travel Association | 
James Buchanan & Co. Ltd. (Britain) 
Burroughs Adding Machine Company 
Campari Export-Import Company (/taly) 
Canadian International Trade "air 

Carter Products, Inc. 

Caterpillar Tractor Co. 

Champion Spark Plug Company 

Cyma Watch Co. S. A. (Switzerland) 
Dictaphone Corporation 

Douglas Aircraft Company, Inc. 

Dunlop Rubber Co., Ltd. (Britain) 

Eastman Kodak Company 

The Electric Auto-Lite Company 

Firestone International Company 

Frankfort Distillers Corporation 

Incabloc-U niversal (Switzerland) 
International General Electric Co. 
International Harvester Export Company 
Jaeger-LeCoultre (Switzerland) 

Kaiser-Frazer Export Corporation 

KLM Royal Dutch Airlines ( Netherlands) 
Mack Trucks, Inc. 

Monsanto Chemical Company 

Nash Export Division, Nash-Kelvinator Corp. 
The National City Bank of New York 
Nuffield Exports Ltd. (Britain) 

Omega Watch Company (Switzerland) 

Pan American World Airways, Inc. 

Philips Electrical ( Netherlands) 

Remington Rand, Inc. 

Montres Rolex S. A. (Switzerland) 

Royal Typewriter Co., Inc. 

Schenley International Corporation 

Joseph E. Seagram & Sons, Ltd. 
Socony-Vacuum Oil Company, Inc. 

Standard Brands Incorporated 

The Standard Motor Co. Ltd. (Britain) 
Standard Oil Company (New Jersey) 

The Studebaker Corporation, Export Division 
Swiss Federation of Watch Manufacturers 
Syivania Electric Products Inc. 

Trans World Airlines 

Universal Genéve (Switzeriand) 
Vacheron et Constantin (Switzerland) 
Hiram Walker & Sons 

Westinghouse Electric International C 
World Wide Broadcasting Corporation 


of an 


E 


|has been, 


retirement and “we feel positive 
that this move on his part was 
prompted by his confidence in the 
future of Macfadden Publications, 
of which he is now, and always 
a very large stock- 
holder. . .” 

Mr. Wise, generally thought to 
be responsible for True Story’s 
advertising success, has been in 
retirement since last June, when 
he left the post of executive vice- 
president. 


se In the meantime, while Mac- 
fadden’s circulation picture has 
been relatively good, it has been 
disappointing to some stockholders 
in profits. 

Advertising income has never 
equaled 1945’s high. In 1945, Mac- 
fadden had an advertising income 
of $8,518,700; it had a net profit 
of $950,076. 

In 1946, advertising amounted to 
$8,044,700, net profit to $905,556. 
In 1947, advertising slipped to $7,- 
032,039, net profit to $716,586. In 
1948, advertising went to $6,931,- 
496, profit to $422,107. In 1949, ad- 
verusing turned upward to $7,845,- 
500, but profit dropped to $367,402. 

In 1950, advertising income is 
listed by Moody’s Business Manual 
(source for all the above figures) 


| as $6,980,200, while net profit was 
| $104,229. 


Chicago PR Group Sets 
Audio-Visual Clinic 


The Chicago chapter of the Pub- 
lic Relations Society of America 
is sponsoring an audio-visual aid 
clinic at the Morrison Hotel, Feb. 
27, at which time 12 corporations 
and associations will detail their 
public relations success stories. 
Subjects will include employe in- 


|doctrination, economic education, 
/recreation and safety, annual re- 


ports, stockholder, dealer and 


|community relations and commer- 


cial education. Tickets at $5 each, 
including luncheon, are available 
through Nathan E. Jacobs, of Bo- 
zell & Jacobs, committee chair- 
man. 


Ralston Signs TV Program 
Ralston Purina Co., St. Louis, 


|has signed to sponsor a new chil- 


dren’s TV show over 62 stations 
of the American Broadcasting Co. 
network beginning Sunday, March 
11, 4:30-5 p.m., EST. Products 
to be advertised include Instant 
| Ralston cereal, Wheat Chex, Ry- 
|Krisp and Rice Chex. The show, 
titled “Pets and Pals,” was placed 
through Gardner Advertising Co., 


| St. Louis, and will run for 52 


weeks. 


Feb 28 


Education 
of Designers for 
Industrial Society 


Serge Chermayeff 


Artists Guild Club 


wednesday 


call SU 7-3320 
for reservations 


LAURENCE, INC. 
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January Advertising Pages and Linage in National Magazines 


Weeklies, Bi-Weeklies, Semi-Monthlies 


*Capper's Weekty (2.240) ............ 
“Christian Advocate — sages ‘ 
Collier's (680) vestas 

Cue (429) Slakabvebatanie 

tGrit (1,050) .. 


Look © neanks 
New Yorker (429) 
Newsweek (420) ..... 
ff _eseeqnaeres 
Saturday Evening Post (680) 
“Saturday Review of 

Literature (429) .. A : 
t*Sporting News (1,085) ........ 
. fF ene 
U. S. News & World Report (420) . 

Total Group ............ 
iFour issues in Jan. 1951; five issues in 
four issues in Jan. 1950. 


’ 
Women’s 
S*Everywoman's (429) ... 
"Family Circle (429) . 
Good Housekeeping (429) 
Z*Holland’s Magazine (429) 
Household (429) . ‘ 
Ladies’ Home Journal (680) 
McCall's Magazine (680) 
Parents’ Magazine (429) 
Seventeen (680) 
Today's Woman (429) . 
*Western Family (429): 
Southwest Edition .. 
“SNo. Calif. Edition 
Northwest Edition .. 
"Woman's Day (429) .. 
Woman's Home Companion (630, 
Total Group 


—  —Pages—— 
dan. dan 
1951 1950 
3.9 42 
27.2 17.9 
81.6 88.2 
75.1 76.2 
18.3 20.4 
223.9 2216 
90.9 87.6 
199.3 200.6 
213.8 164.3 
22.1 31.8 
256.8 239.6 
65.4 416 
23.1 16.7 
2616 244.9 
83.1 72.4 
1,646.1 1,528.0 

dan. 1950. 

20 — 
35.3 33.6 
63.7 62.7 
15.1 12.4 
30.7 26.5 
68.1 64.8 
aaa 44.7 
36.5 33.6 
4 515 
30. 245 
31.5 23.5 
21 — 
30.6 219 
48.6 41.0 
47.5 48.3 


525.2 


476.6 
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Official Figures as Compiled by Publishers’ Information Bureau 


Publications with an * report directly to ADVERTISING AGE 


Li 
Jan dan. 
1951 1950 

8, 9,402 
11,240 7,424 
462 59,938 
32,239 32,724 
19,216 21,420 
152,114 150,632 
504 

996 

929 

669 

865 


8 
Roeas 


13.299 —_—_ 
15,101 14,365 
27,212 26,862 
6.480 5,301 
13,163 11,384 
46.337 44.068 
.190 30,370 
15.652 14,391 
026 35.056 
13,264 10,527 
13,526 10,069 
12,068 —_ 
13,130 9,376 
20.810 17,498 


32.270 32.883 


: 256,849 
SNot included in totals. “Started publ.cation with Jan 195] issue. "See note at end 


of linage tabulation. “Started publication wth Sept. 1950 issue. 


Genera! 
*American Forests (420) 12.4 9.3 5.208 3.920 
American Legion (420) 13.7 15.0 5,774 6.316 
American Magazine (420) . 211 23.0 8.840 9.648 
Argosy (429) 9.3 94 3,994 4053 
Atlantic Monthly (420) 16.1 12.3 6,741 5,152 
"Christian Herald (429) 38.7 34.2 16.620 14,661 
*Columbia (680) 5.5 8.0 3,706 5.407 
Coronet (182) 13.0 9.0 2.366 1.638 
Cosmopolitan (429) 4.3 33.6 14,714 14,389 
*Eagle Magazine — 29 42 1.216 1,747 
*Ebony (680) 48.4 37.4 32.893 25.460 
Elks Magazine (429) « 7.9 47 3.368 2.029 
Esquire (680) ....... 63.4 61.3 43,186 41.762 
*Extension (688) .... 16.2 24.0 11,137 16.488 
Gourmet (429) ... 211 22.1 9,059 9,464 
*Grade Teacher (441) - . 49 17.7 6.587 7,801 
Harper's Magazine (420) 12.6 14.1 5.280 5,937 
Holiday (680) ..... 38.8 35.3 26,332 23,948 
“Improvement Era (429) 22.0 20.7 9.454 8.866 
*Instructor (684) .... ; 9.0 214 6.180 14.609 
National —— (238) 25.5 26.3 6.069 6.248 
“Our World (680 16.8 20.6 11,394 13,979 
*Promenade (429) 20.1 26.6 8.616 11.404 
Redbook Magazine (429) 17.7 14.6 7,607 6.275 
‘*Rotarian (420) ..... 5.1 44 2.135 1,886 
2*See -. eves 12.8 89 8.610 6.006 
*Sport ( ‘ 2.0 5.1 873 2,190 
Town & aa (672) 40.5 37.8 27.135 25.396 
True (429) ...... : 13.3 13.7 5,698 5,885 
$*Versity 7.4 6.6 3.155 2,827 
*Vachting (294) ............ 143.2 1445 84,202 84,966 
WD on tpeescnpeatenens 705.5 710.3 376.384 381,525 
ZNot included in totals. ‘Larger page ‘size (429 ~o in 1950. “Dec. 1950-Jan. 
1951 issues combined; Jan. -Feb. 1950 issues combined. 
Home 
American Home (632) 411 34.8 25,989 22,046 
Better Homes & Gardens (632) 62.2 62.0 39.330 39,261 
House Beautiful (632) 40.3 33.6 25.477 21,254 
House & Garden (632) .. 39.8 44.5 25,131 28.123 
Stliving (632) ........ 1 a 0,342 — 
2tSmall Homes Guide (632) 109.2 85.6 68,967 54,036 
Sunset Magazine (420) ...... 47.0 36.0 19,721 15,138 
ae 235.4 2109 135.648 125,812 
ZNot included in totals. tNo Jan. 1950 issue. {Published semi-annually. 
Fashion 
Charm (429) ....... 45.7 35.4 19.590 15,193 
Te stecs 62.7 413 26,897 17.686 
Harper's Bazaar (632) 96.2 66.3 60.815 41,870 
Mademoiselle (429) 48.9 60.8 21,013 26. 
Vogue (632) ........ 108.5 90.0 68.521 56.853 
Total Group ........ 362.0 293.7 196,836 157,701 
Movie-Romance-Radio 
Dell Modern an (429) .... 98 14 4,187 4,909 
Modern Romances ...... 5.9 44 2,532 1,892 
Modern aoa .. nénbegns 5.5 10.6 2,340 4.550 
Screen Stories 46 8.5 1.977 3,628 


—Total Adv.— 
n Pages 
dan. 
1951 1950 
Farm Magazines 
Capper's Farmer 38.2 37.2 
Country Gentleman .. 73.9 718 
Farm Journal . 66.0 67.4 
soFarm & Ranch with 
Southern Agriculturist : 
Unper South 
Edition - x2 — 
Lower South 
Edition —_— 


° 28.1 
Edition as— 


Fawcett Women’s Group (429) . 
Fawcett Screen Unit (429) ..... 


Hillman Women's Group (429) 

Hillman Movie Growp (429) .. 

Ideal Women's Group (429) 

Ideal Movie Group (429) : 

Ideal Romance Group (429) 
Personal 


— Unit (429) . 

"Secrets ...... 

True Story Women's ‘Group (429) 
Photoplay : 
Radio . Television Mirror 
True Experiences 
True Love Stories . 

True Romance .... 


Total Group ... 22... ecceeeee 


152.2 
geuvied tens than 62 gues to demmy of tot pene. 
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Magazine Linage Trend ricures in tHousanos 


95! 


SS | FASHION | [WOME 


Fortune (632) ..... 

Modern Industry (616) 

Nation's Business (429) . 
Total Group .. 


Youth 
*The American on (429) . 


*Open Road (429) ....... 


Senior Prom (429) ......... zc 


Outdoor & Sports 
*American Rifleman (429) .... 


TD GD chicka hose avese cevescs 


Science & Mechanics 
Mechanix Illustrated (224) . 
Popular Mechanics (224) ...... 


WE GD ccccccosceccscas 


Detective & Fiction 


*Ace Fiction Group (224) .... 
Dell Men's Group (429) ....... 
*Macfadden Men's Group (429) 
"Popular Fiction Group (224) 


*Thrilling Fiction Group (224) ....... 


Total Group ............ 


Farm 

Capper's Farmer (680) .... 

Country Gentleman (680) .... 

Farm Journal (429) .......... 

tFarm & Ranch with Southern 
Agriculturist (680) ......... 

tProgressive Farmer (680) 


Successful Farming (450) ........... 


WR GD csccvcosccsesses 


tSee note at end of linage tabulation. 


Magazine Sections (I) 

(Nationally distributed 

with Sunday newspapers) 

tAmerican Weekly (1,000) . 

Parade (GBB) ..............- 

tThis Week Magazine 850) ... 
WE ED eonvexbedanseese 


{Four issues in Jan. 1951; five issues in Jan. 1950. 


25.6 
503.4 


238.173 


- - - —— Lines—— 
Jan dan dan 
1951 386: 1950 1951 1950 
Magazine Sections (II) 
(All other magazine sections) 
tFirst 3 Markets Group (1,000) 22.1 22.4 22.050 22,375 
tN. Y. Herald Tribune-This Week (850) 25.2 28.0 21.340 23.762 
tN. Y. Mirror Magazine (1,000) 35.2 48.9 35.187 48.925 
tNew York Times Magazine (850) 89.0 103.5 75.600 87,825 
tPuck-the Comic Weekly (1,904) 48 16.4 28,246 51,425 
Total Group ... 186.2 219.2 182,423 214,312 
tFour issues in Jan 1951; fe issues in Jan. 1950. 
All figures in the following groups 
were piled by Advertising Age. 
Comics Magazines 
‘American Comics Group: 
(Total 2 Units) 10.0 25 5,780 945 
*"sUnit A o.o— 1,890 —- 
*sUnit 8 oo — 1.890 —— 
‘Archie Comics . 75 65 2.835 2.457 
Fawcett Comics Group . 3.9 85 1.476 3.213 
‘Harvey Comics Group 82 6.1 3.100 2,305 
Lev Gleason Publications 118 8.9 4.458 3.355 
‘Marvel Comics Group 
(Total 3 Units) 33.0 29.0 12.474 10.962 
Red Unit . 11.0 9.0 4.158 3.402 
tBlue Unit 110 10.0 4.158 3,780 
tYellow Unit 11.0 10.0 4.158 3,780 
National Comics Group 
(Total 2 Units) 13.0 iL5 494 4.347 
sRed Unit 7.0 6.3 2.646 2.363 
sBlue Unit 6.0 5.3 2.268 1,585 
Standard Comics Group 5.5 5.5 2.079 2,079 
Total Group 92.9 78.5 35,116 29.663 
Not included in totals. ‘January-February issues combined. “Units A and 8 were 


combined during 1950. 


Canadian Nation2] Weekend Newspapers (Roto) 


tla Patrie . 19.3 23.2 19,331 23.206 
La Presse 27.9 26. 7,992 26. 
Standard 27.1 23.4 27,112 23 
Star Weekly 489 407 . 3B, 
Total Group 123.2 1134 120853 111, 
tFour issues in Jaa 1951; five issues in Jan. 1950. 
Canadian 
Canadian Home Journal 35.1 19.4 23,849 13, 
tCanadian Homes & Gardens 26.2 27.5 17,845 pt) 
Chateleing ........ 30.3 18.8 20.589 12, 
Maclean's - 30.9 28.8 21,027 19. 
{Mayfair nena 57.3 710 38,933 47,7 
Reader's Digest: 
English Edition . 26.5 25.5 5.181 4, 
French Edition 29.0 27.0 5.278 4, 
Revue Moderne 45 116 9.852 7 
Reve Populaire, La 13.3 116 9.287 6.1 
Samedi .... 21.5 19.3 15,026 13. 
Saturday Night 618 80.3 42,022 4 
Time-Canadian 87.2 65.8 36.610 27, 
Total Group . 4356 4066 245499 2331 
tSmalier page size (672 lines) in 1950 
Foreign 
Life International 51.9 ».3 346.275 20. 
Reader's Digest: 
Australian 25.0 24.0 4550 4, 
S'British ..... no 5.565 
‘Caribbean 45.0 37.0 8,190 6. 
Danish ...... 9.0 5.0 1,527 
a a 5.0 3.0 928 
French (Belgium 50.0 %.0 8.750 6 
French (Intercontinental) 26.0 24.0 4.550 4, 
French (Paris) 42.0 40.0 7,390 7 
French (Province al) 42.0 48.0 7.350 8, 
French (Swiss) 18.0 16.0 3.150 2, 
German (Germany) 18.0 23.0 3.276 4, 
German (Swiss) 180 16.0 3.276 2.912 
Italian . 28.0 17.0 4.802 5.831 
nese 12.0 7.0 2.016 1.176 
S'Japanese Troop PVs ed 2184 — 
"Mexican . 51.5 37.0 9.373 6.7 
t'New Zealand so 1456 —_ 
Norwegian 9.0 5.0 1,527 848 
Portug: 66.5 40.0 11.6% 7,000 
South African 40.0 35.0 7,140 6.248 
n 34.0 37.0 6.188 6,714 
Spanish (Argentine) 69.0 50.0 12,558 9,100 
Swed . 19.5 9.0 3,617 1.664 
Time-Atiantic ...... 42.0 37.0 17,640 15.540 
Time-Latin American 718 63.2 30.170 26,530 
Time-Pacific ... 45 26.5 14.490 11,130 
Total Group 827.7 6444 212.243 167,349 


4 


fNot included in totals. ‘British, Japanese Troop and New Zealand editions were 
published in Jan. 1950. “The 1950 figures for Caribbean, Mexican ad Southern 
Hemisphere editions are prior to the Spanish-split, when these three editions were 
incorporated in Spanish 22 


NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer 
and Farm & Ranch-Southern Agriculturist is reduced by application of a ratio figure 
to each advertisement; this ratio is the circulation of the particular edition carrying 
the advertisement to the total circulation of the magazine. For example, if a paye 
advertisement appears in an edition representing 15% of the total circulation of 
the magazine, it is counted in the totals as .15 pages. 


January Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to Apvertistinc AGE 


—Total Adv.— 
In Lines 

dan. dan. 
1951 1950 
25.950 25,317 
50.234 48,804 
28.321 28.914 
20.510 —— 
19.092 —S 
28,251 — 


Current Month Com- 
mercial Display Ex- 
cluding Poultry. 
Classified and Live- 


—" Lines 
24,068 23.250 
46,628 43,608 
24.868 25.012 
18.060 


—Total Adv.— 
In Pages 
Jan Jan 
1951 1950 
Farmer: 
Carolina-Va. Edition 63.1 60.3 
Ga.-Ala-Fia. Edition 63.1 610 
Ky.-Tenn.-W. Va. 
Edition sues 3.0 866362 
Miss. -La.-Ark. 
dition 3998 8 65S6B 
Texas Edition 64 621 
Successful Farming .— ; one 


Total Group 


346.690 335. 
zNet jacludes in ictal Spubltshed onty te editions in 1980, so 
are not available. 


—Total Adv.— 
In Lines 

dan dan 
1951 1950 
42,921 40.990 
42.916 41,450 
39.457 38,183 
40.654 38.597 
45.141 42,249 
31.096 w, ~~ 


Current Month Com- 


mercial Display Ex- 
cluding Poultry. 
Classified and Live- 
stock In Lines 

951 1950 
39.170 §83%.732 
39.132 37,304 
%6,377 34.643 
%.997 34,075 
40.029 %.917 
28.014 28,394 
315.283 299.935 
comparable figures 


Curreat Month Com. 
mercial Display Ex- 
—Total Adv.— Total Adv — cluding Poultry 
In Pages In Lines Classified and Live. 
Jan dan dan Jan . 
1951 1950 1951 1950 1951 1950 
Monthlies 


a ee Leaders: 
Digest 


23.3 215 4,570 4,207 70 4,207 
American Fruit Grower 64 87 15,728 17,595 15,577 17,348 
American Poultry Journal 
Eastern Edition 36 SS 2138 23.297 11.712 9.143 
Central Edition 489 455 20.969 19,507 11,147 
Western Edition 42.3 386 8 8=618,127 16.577 10,387 8.215 
Arsansas Farmer 12.5 110 9.475 6.316 8.901 7.669 
Better Farming Methods 443 465 18.993 = 119.964 18.678 19.663 
173 «155 7,252 6.489 7,252 6 


r 
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Current Month Com- 
mercial Display Ex- 


Current Month Com- 
mercial Display Ex- 


Advertising Age, February 26, 1951 


Farm Linage Trend ricures in THousANDs 


-—Total Adv.—. ~—Total Adv.— cluding Poultry, ae 1 ee Adv.— a ae 
In Pages In Lines Classified and Live- n Pages n Lines lassified a ive- ns ee 
Jan. oy Jan. dan. stock In Lines Jan dan. Jan. Jan. stock In Lines SEM\-MONTH LIES MONTHLIES 
1951 1950 1951 1950 1 1 1951 1950 1951 1950 1951 1950 1951 1951 
Breeder's Gazette . 176 8 8=215 7.924 9.660 5,852 5,311 *Cooperative Digest 5.2 6.2 2,170 590 2.170 2,590 anl797 ] Ja 587 ) 
*California Citrograph 258 23.9 17,304 16,030 17,164 15.806 Dakota Farmer .. 42.3 45.6 33,179 35,753 30.343 31,835 
*Cattleman, The 130.2 115.0 54,712 48,307 21,221 20,500 Farmer, The ....... 51.0 50.4 39,995 39,495 33,416 31.451 19950 1950 
*Electricity on the Farm 8.1 7.4 2,885 2,644 2.885 2,644 —— Hoard’s Dairyman 421 379 3617 7, 25.656 23,003 oe, Siete 
Farmer -Stockman 26.9 244 20418 18.550 18.000 “ene Idaho Farmer iy 34.1 340 25,798 25,731 23,480 22,681 — on aT 
“Florida Cattleman . 682 520 286623 21.85 6,7 I, *Indiana Farmer's } ILI iweE 
*Florida Grower ‘ 17.6 18.7 12,020 12,775 11,598 12,150 GE Gesesccecs 25.4 20.7 19,929 16,223 15,256 11,329 MAGAZINES CANADIAN DA ES 
Idaho Granger 9.2 7.7 9, 8.585 9,926 8.554 Kansas Farmer .... 276 312 20,976 23,684 17,265 19,422 1951 1951 1951 
Kentucky Farmer 216 172 16,926 13,495 15,012 11,554 — Michigan Farmer 40.6 42.9 31,180 32,942 160 26,512 ly pg7 ] 350 wal 2ee 
*Michigan Farm News 21 16 5,028 3,682 4.984 3,622 *Missouri Farmer 8.6 7.2 6,507 5.475 6,133 4,999 
*National Live Stock Missouri Ruralist 32.2 26.7 24,436 20,301 19,020 15,964 1950 1950 
Producer 8.1 7.2 5,875 5,215 5,514 5,038 Montana Farmer- . 
*Nation’s Agriculture 8.2 7.0 3,608 3,161 3,608 3,161 Stockman ... “ 39.7 29.2 30.040 22.075 22,872 38,103 — 
*New Jersey Farm & Nebraska Farmer . 609 556 46,041 42,007 35,388 32, Goel Gite Ge 
Garden 42.5 43.7 19,165 19,680 14,552 14,294 New England urre ' Dis lay Ex. 
"Ohio Farm Bureau News 9.2 7.6 4.149 3,459 3,949 3,309 Homestead 34.1 335 23,846 23447 17,072 895 mercia Ho A 
*Pacific Poultryman 419 435 17,960 18,673 8,849 7,212 Ohio Farmer . 43.4 441 33,368 33,871 28.594 27,887 Total Adv.— —Total Adv.— cluding Pow are 
Poultry Tribune . omen init Oregon Farmer 30.5 325 23,095 24602 20,777 21,552 P In = ra In ay > a omg = 
Eastern Edition 62.5 70.3 26,820 30,140 ; J *Oregon Grange ar. - * 
Central Edition 53.3 55.6 22.865 23,836 12,934 12,862 Bulletin .. és 10.7 12.5 11,620 13,650 11, 13,650 1951 1950 1951 1950 1951 1950 
Western Edition 47.2 496 20,261 21,269 11,856 11,929 Pennsylvania Farmer 595 56.6 45.680 43,479 39,815 37,797 Missouri Edition... 206 16.3 669 40,147 36.529 28,742 
Rural New-Yorker 40.2 70.8 31,553 ayo — oe Prairie Farmer . 61.0 54.7 poo os eet ry Okla.-Ark. Edition 19.2 16.0 47,428 39,481 33,918 28,721 
Southern Farmer as es RS 6 by ‘ Utah Farmer ... 38.0 22.6 . . Total Group “$04 ~493 148978 121,416 106,448 87,291 
Southern Planter 30.4 26.7 21,285 18,712 19,460 16,308 Wallaces’ Farmer & lowa - ’ , . 
*Turkey World 84.0 932 36.048 39.975 15,428 17,356 Homestead ...... 623 | 6L.C 48,838 47,798 39,023 40,207 _‘TFive issues im January 1951; four issues in January 1950. 
*Western Dairy Journal 32.3 39.4 13,594 16,551 10,532 11,522 Washington Farmer... 31.1 32.7 23,493 24,731 21,175 21681 Dailies 
*Western Livestock Western Farm Life .. 26.9 28.9 21,073 22,644 9.120 19,272 Chicago | Daily Drovers 
Journal 95.3 85.0 40,054 35,704 16,503 15,159 §Herdsmen Edition 118.0 113.0 92,490 620 23,156 46520 0 Seed ........ 35.8 61,632 76,218 37,509 56.856 
“Wyoming Stockman-— Wisconsin prenpenenin & Kansas city Daily Drovers 
Farmer : oi 18.4 10.2 16,528 9,152 13,420 6,450 Farmer ‘ 39.1 31,899 30,677 29.471 27,882 Telegram ' 42.1 81.802 89,567 50,521 69,559 
Total Group . 1,194.7 1,183.6 587,243 584,422 396,064 380,176 Total Group ... 1,037.5 972.3 796,869 746,884 611,080 567,787 Omaha Daily Journal 
§This edition also carries all linage appearing in Western Farm Life. Stockman .... £ 43.6 48.4 92.843 103,068 61,318 79,489 
St. Louis Daily Live 
Newspaper Monthly Farm Sections Bi-Weeklies Stock Reporter... 242 315 51,528 67,043 40,709 56,940 
MNeviste 48S 15.0 19,75) 16,109 19,387 15,311 Arizona Farmer .... 586 48.6 41,254 36,766 38,356 34,225 Total Group... 155.2 157.8 287,805 335,896 190,057 262,844 
;*Rural Gravure 5.9 47 5,901 4,748 5,901 4,748 California Farmer: Canadian 
{Star-Telegram Ranch & Northern Edition .. 455 453 «355s 331924 291893 29564 Canadian Countryman 29.1 29.8 20,351 20872 «15812 15,833 
Form ews S79 130 005% 1900 32851 ins , Sate to. “os “eM ' 964 Country Guide, The 32.0 33.7 23,039 24,260 23,039 24,260 
Total Group .... 62.3 32.7 66,028 P 34, ay 58, —_* “31,778 oe — 21 14 8,784 8,349 8,048 7,607 | —y ~*~ Weekly 4 as am 2m ae om 
{Twelve pages in January 1951 issue; eight pages in January issue. ae aaa. —=sax teat (Owe 107 - 4 = tern Edition .. . * : ‘ 
in January 1951; one issue in January 1950 Total Group ...... 157.4 151.1 118,633 113,961 107,087 102,082 Western Edition _. 7 638 60,712 63,779 48,413 47,254 
S Monthli — Nome 5 37.0 20,645 25.855 15,505 20,284 
emi-Monthlies All figures in the following groups Magazine ........ ; : ; ; : 
American Agriculturist 30.1 25.4 21,931 18,504 19,131 14,891 were compiled by Advertising Age. pwey A, I 26.9 18,947 18845 17,834 = 17,078 
*Califernia Grange Weeklies Farmer ......... 90.6 815 99,693 89,669 57,449 50,382 
palpate techios oak oe a SS a tWeekly Kansas City Star: Western Producer... 349 353 37,317 37,721 24211 22,400 
F Fou peseote 29.0 19.3 21,959 14,566 15,960 9,773 Kansas Edition ... 20.6 17.0 50,881 41,788 36,001 29,828 Total Group .. 373.7 379.8 350,485 352,794 252.356 245,777 
; ‘ -' cipally uirin ew custom- : build additional plant facilities, in 
JWT Researcher JWT consumer panel for the agen-' cipally on acq gn Few Machine Tools p . 


Tells Usefulness 
of Consumer Panel 


Curcaco, Feb. 20—The consumer 
panel provides significant and use- 


al sales volume than information | 
based on store audits. This was one 
of the comments given the Agate 
Club vesterday by Henry C. Camp- 


bell, director of research, J. Wal- 
ter Thompson Co., Chicago. 
Mr. Campbell established the 


Western States 
SURVEY INVENTORIES 
for MARKET ANALYSIS 
and PRODUCT RESEARCH 
ASSOCIATED INVENTORY 


service 
60! S$. Vermont « Los Angeles 5, Col. 


ful data with reference to relative | 
brand positions, but is less accurate | 
for projection to determine nation- | 


cy in 1939. It is operated on a na- 
tional basis with 6,500 members 
and 5,000 reports a month. The 
difficulty of making a consumer 
panel of this type completely rep- 
resentative, he said, is because it 
is harder to persuade families in 
the lowest income groups to main- 
tain diaries of their daily purchases 
accurately and to report them 
| promptly. 

/@ Once a family has contributed 
to the panel for three or four 
months, he said, it tends to remain 

in the group permanently. Besides 
changes due to families dropping 

| out, new families have to be added 
to retain the correct proportion of 
|each age group. 

Information from the consumer 
panel has enabled JWT clients, Mr. 
Campbell said, to determine 
whether sales of competitive prod- 
ucts are firmly established through 
repeat business, or are based prin- 


ngeiaverd 
g¢ 


600 W. VAN BUREN ST 


* CHICAGO, WL. © ST. 2.5367 


ers. He reported one case of a new 
product which seemed to be gain- 
ing ground rapidly, but was found 
through the panel to be failing to) 
hold customers. A client who in- 
troduced a similar product was 
able to determine by field inter- 
views the reasons why the first 
entrant in the market had not} 
given satisfaction, and thus to 
avoid making the same error. 


Being Made: Berna 


CLEVELAND, Feb. 20—For lack 
of materials and government pri- 
orities, machine tool makers are 
unable to fill orders, according to 


Tell Berna, general manager, Na- 
tional Machine Tool Builders 
Assn. 


Mr. Berna said the nation’s ma- 


|chine tool output is about $30,-| 


|@ Incentives for participation in 
the JWT panel are premiums, 
based on the Belnap-Thompson |} 
catalog. Points are accumulated 
through regularity and accuracy in 
providing the information re- 
quested each month. During the 
last war, the agency was able to 
offer many scarce items as premi- 
ums to panel members, and these 
proved extremely popular. 

While the records of data from 
the panel are maintained on tabu- 
lating machine cards, the reports 
are also kept on large index cards, 
with the information filled out 
longhand. Through this means, a 
quick picture of the position of a 
brand and its competition, Mr. 
Campbell said, can often be ob- 
tained without the necessity of tab- 
ulating all of the data. 


CBS Office Employes 
to Decide Union Issue 
Columbia Broadcasting System's 
| 700 office workers in New York 
will vote March 7 in a National 
| Labor Relations Board election to 
| decide what union—if any—they 
| wish to have represent them as a 
| collective bargaining agent. 
Already qualified for the ballot: 
| Newspaper Guild of New York 
(CIO) and Radio Guild, Local 50, 
District 65 of the Distributive, Pro- 
cessing and Office Workers of 
America (independent). The lat- 
ter had a contract with CBS which 
expired Jan. 31. Two other 
groups—one an American Federa- 
tion of Labor affiliate—may also 
compete in the election. 


Beck Named General Manager 

Mark F. Beck, with the Atlantic 
Electrotype & Stereotype division | 
of the Rapid Electrotype Co., Cin-| 
cinnati, for the past 18 years, has 
been appointed general manager of 
the division. 


000,000 a month, with orders— 
many from defense goods manu- 
facturers—running three times 


| that high. 


“They talk in Washington of 
tooling up for war in 1951, but it 
will take three years the way 
things are going,” he declared. 


' 
s To increase output as it should, 
he explained, the machine tool 
industry must do several things— 
turn to two and three daily shifts, 
buy additional tools, assign part 
of the job to sub-contractors and 


that order. 

Mr. Berna complained that ma- 
chine tool makers cannot now get 
government certificates permit- 
ting a company to recover capital 
invested in manufacturing facili- 
ties in five years. 


Parks Named Publisher 

Mal Parks Jr. has been named 
publisher of What’s New in Tele- 
vision, published by Parks Pub- 
lishing Co., Chicago. He also will 
continue as general manager of 
the publishing company. Herman 
Emmet, New York, publishers’ 
representative, has been appointed 
eastern manager of What's New 
in Television. 


Marcy Joins NBC-TV 


Lewis M. Marcy, formerly of the 
Advertising Research Foundation, 
has been named supervisor of the 
TV sales planning division for 
National Broadcasting Co.. New 
York. He replaces Lance Ballou 
Jr., who was shifted to the net- 
work’s sales staff. 


Star Salesmen 


IMPACT. Quick as you've seen this 
Outdoor Panel, you've read it. 
And you'll find it hard to forget! 
Since it’s brief, colorful and to the 


Omaha Has 65,578 TV Sets | 


The Nebraska-Iowa Electrical | 
Council reports there are 65,578) 
TV sets in the Omaha (KMTV and 
WOW-TV) area as of Feb. 16. 


point, panel technique carries your 
advertising message with terrific 
force. Put GOA Impact to work 


for you today! General Outdoor 
Advertising Co., 515 S. Loomis 
St., Chicago 7, Illinois. 


leading cities 
and towns 
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Advertising Age, February 26, 1951 


CARTOON TECHNIQUE—American § Kit- 
chens’ national advertising during Feb- 
rvary, March and April is featuring a 
cartoon technique with the theme, You | 
Can't Keep Them Out of The Kitchen. 


Avco Division 


| bolt 


spot television program for the 
first time: 13 one-minute spots and 
13 20-second spots will be used. 
Television activity will be carried 
to dealers by a special sales organ- 
ization which is equipped to work 
with the dealers in scheduling pro- 


| grams and performing all other 


necessary television advisory func- 
tions. 


e A new series of 13 theatrical 
shorts is being presented to dealers 
and distributors. Films are being 
made available to dealers on a no-| 
charge basis by means of a cir-| 
culating library. 

According to Charlies A. Rein- 
Jr., American Kitchens’ ad 
manager, a key part of the com- 
pany’s 1951 program will be an 
intensive dealer identification 
campaign. Among its features are 
a new electric store identification 
sign, metallic building project and 
roadside signs, window decals and 
a new set of plastic features signs 


| for use on products. To encourage 


Opens Largest 
Kitchen Drive __ 


CONNERSVILLE, IND., Feb. 20—In 
an effort to maintain its position as 
one of the largest producers of all- 
steel kitchens, American Central 
division of Avco Mfg. Corp. this 
month is launching its most in- 
tensive promotion of American 
Kitchens, with a national adver- 
tising program for 1951 that is the 
largest in the company’s history 
(The company’s 1950 budget: 
$800,000.) ‘ 

To introduce the 1951 program 
company executives are conducting 
distributor meetings in Chicago, 
New York, Los Angeles and 13 
other key cities across the country. 

F. F. Duggan, general sales man- 
ager of American Central, told dis- 
tributors attending the first in the 
series of nationwide conferences in 
Chicago this week that “the sales- 
man and his company, for their 
own best interest as well as for 
the national morale, must avoid 
the mistreatment of the public that 
occurred as a result of the don't- 
you-know-there’s-a-war-on atti- 
tude during and after the last war. 


8 “Confusion on the part of bus- 
iness,” he asserted, “is the greatest 
of threats to the aggressive econ- 
omy the nation must maintain in 
these times. 

“It is simple business folly to 
adopt a policy of sitting tight until 
the present ‘confusion’ clears and 
‘normal times’ 
would seem a better policy to take 
our times as we find them, and to 
concentrate, not on lamenting our 
problems, but on keeping our 
plants working and our goods 
flowing at the best possible levels.” 

Mr. Duggan said that all seg- 
ments of American Kitchens’ sales 
organization are being urged to 
concentrate on “one powerful 
formula: keep selling.” 

The company’s magazine adver- 
tising during February, March and 
April, featuring a cartoon tech- 
nique, points out that, regardless 
of how much money is spent in 
decorating the living room and 
dining room, practically every 
party finds the guests eventually 
assembling in the kitchen. “Now,” 
reads the copy, “everyone can af- 
ford a beautiful, work-saving, 
time-saving American Kitchen for 
only a few dollars a month.” 


e The magazine schedule inciudes 
American Home, American Maga- 
zine, Better Homes & Gardens, 
Farm Journal, Household, Living 
for Young Homemakers, McCall's 
and Woman's Home Companion. 
In addition, an intensive program 
is being used in trade publications 
in the appliance dealer, building 
and plumbing and heating fields. 
The company is introducing a 


a 


have returned.. .It) 


dealers to identify themselves as 


| the American Kitchens’ represent- 


ative in their community, a special | 


price is being offered on this iden- 
tification package. 

Shown at the conference for the 
first time was the company’s new 
“Mrs. America” packaged kitchen 
consisting of a 54” deluxe sink, and 
base and wall cabinets, which can 
serve as a starter for kitchen ar- 
rangements, or as a complete in- 
stallation. Suggested retail price 
of the kitchen will be $369.95. 


Ruthrauff & Ryan, Chicago, han- 
dies American Kitchens’ advertis- 
ing. 


Armour Offers Booklet for 
Planning Grand Openings 
Armour & Co., Chicago, has 
published, “Make It a Grand 
Opening,” a new booklet for deal- 
ers planning food store openings. 
Available at no cost from the com- 
pany’s merchandising department, 


the 27-page booklet is based on 
a study made by Armour’s sales 
organization of actual store open- 
ings in every part of the country. 


Appoints J]. S. Murray 

J. S. Murray has been appointed 
general sales manager of Cana- 
dian Acme Screw & Gear Ltd., 
Toronto, A former divisional sales 
manager, Mr. Murray has been 
with the company for the past 
36 years. 


Baker's 
Cocoa Mix 

One of 122 National Adver- 
tisers using the power of 
Transportation Advertising 
in Chicago, the nation’s sec 
ond market. Don't fail to 
include Transportation Ad- 
vertising in your plans for 
Chicago. 

Chicago Car Advertising 
Co.--333 N. Michigan Ave., 
Chicago, and 500 Fifth Ave., 
New York. 


ADVERTISING 


And speaking of results... the March, 1951 issue of CORONET 
completes a first quarter advertising gain of 36.4% over the 


RESULTS! 


first quarter of the year preceding. Advertising in the March, 


1951 issue alone was a new record for the month... 


up 29.4% over 
Marek of Cait year ! 


“INVITATION to any national advertiser of a worthy 
product. Buy a four-color page in CORONET. 
If it doesn’t produce more inquiries (or direct 
sales) per dollar of cost than the same ad in Life, 
Look, Saturday Evening Post. or Collier's, then 
CORONET will refund the full cost of the page! 
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Picture-Change Box 
Readied for Dealers 
by U.S. Rubber Co. 


New York, Feb. 21—United 
States Rubber Co. will distribute 
to about 5,000 shoe stores this 
spring a new type of picture- 
change light box display featuring 
its Gaytees storm overshoes. The 
new light box, developed by Trans- 
color Corp., 527 Lexington Ave., 


New York 17, is a simple card- 
board panel which shows one 
image by reflected light and a 


second image by transmitted light. 

The technique of the flashing 
light permits several treatments, 
including so-called X-ray views, 
phantom and cut-away pictures, 
added images, change of color and 
limited motion. 

U. S. Rubber has already used 
the display boxes for promoting 
other products, including rug un- 
derlays and tires. The technique 
was developed, W. P. Moore, presi- 
dent of Transcolor Corp., told AA, 
to show the interior construction 
and operation of storage batteries, 
tires, filters, automobile bodies 
and similar products. 


@ The technique employs what is 
known as an additive process, Mr. 


&Moore said. By means of trans- 
mitted light, a winter scene 
changes to a summer picture, 


light-colored clothing can be made 
to reveal foundation garments, or 
» bareheaded man can be shown 
wearing a hat. The pictures change 
s the light flashes on and off. 
The display can’t go dead or dark 
if the light fails or if the cord 
»ecomes detached, Mr. Moore said, 
because the first image on the dis- 
lay is seen by reflected light, the 
ight in the room or store. And 
-cause there is transparent ink on 
both sides of the transparency, 
rirtually any degree of color con- 
rol is available. 


s Unlike plastic transparencies, he 
said, where the raw material cost is 


GET A MILLION—IDEAS! 
. 

\ Kobe rs Use Stivers Studio Stock 
“a a lilustrations! Select from 

“a thousands, pay only $1 for those 
use Serictly limited to recog- 

nized agencies and national Ad 
Mgrs. Write today on letter 
head tor free brochure & ‘use 


contract. STIVERS STUDIO 


67 Main St + Son Francisco 5, Collf 


you 
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PICTURE-CHANGE DISPLAY—U. S. Rubber 
5,000 of these units to shoe stores this spring. At left, the com- 
plete display unit. Center: the transparency, as seen by reflected 


Co. will distribute 


color Corp. 


light. At right, the complete picture that comes through by 
means of transmitted light. The display was developed by Trans- 


comparatively high, the paper-like 
material used in the Transcolor 
display is inexpensive and readily 
available. It is laminated on both 
sides for protection and unaffected 
by dust, dirt or moisture. 

The same color control is pos- 
sible as in ordinary high grade 
color printing, he noted, and either 
Kodachromes or flat color art work 
can be handled. 

The units can be made in any 
desired size, and frames or boxes 
of any material desired may be 
used. Two panels with cardboard 
box, 8x10” in quantities of 5,000, 
are quoted at about $2.25 each. 


Increases Magazine Schedule 


Regina Corp., Rahway, N. J., 
will have the largest budget ever 
for a spring promotion of the 
Regina polisher and_ scrubber, 
through Lewin, Williams & Say- 
lor, New York. Quarter and half- 
pages in 13 magazines are sched- 
uled for the campaign, which 
breaks in Life March 19. Others 
on the schedule are: American 
Home, Better Homes & Gardens, 
Country Gentleman, Farm Jour- 
nal, Good Housekeeping, House 
Beautiful, Ladies’ Home Journal, 
Living for Young Homemakers, 
Look, The Saturday Evening Post, 
Sunset Magazine and Woman's 
Day. 


Gets Ice Cream Account 


Peerless Ice Cream Co., Fort 
Pierce, Fla. manufacturer and 
distributor of Belda Diced ice 


cream, has named the Miami of- 
fice of Newman, Lynde & Asso- 
ciates to direct its advertising. 
Newspapers, outdoor, radio and 
television will be used on a re- 
gional basis. 


FRanklin 2-585 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings we. 
207 North Michigan, Chicago 


Social Obligations of Management Studied | 


New York, Feb. 20—Industry’s 
willingness to assume social re- 
sponsibility is discussed by a 
social engineer, a labor leader, an 
economist and an industrial execu- 
tive in “The Social Responsibility 
of Management,” published as the 
Edward L. Bernays Foundation 
lectures of 1950 by New York Uni- 
versity’s school of commerce, ac- 
counts and finance. 

“Today we need a wider knowl- 
edge and appreciation among all 
people of industry’s acceptance of 
its social obligations,” William B. 
Given Jr., chairman of the board 
of American Brake Shoe Co., says 
in his contribution to the collec- 
tion. 

“Acceptance of a position in 
management entails acceptance of 
the social responsibilities that go 
with it,” he declares. “The funda- 
mental justification for the exist- 
ence and continuance of a business 
must be based on its ability tc 
contribute to the welfare and bet- 
terment of our country and the 
world, today and in the years t 
come. Management accepts this 
criterion,” he says. 


8 Speaking as a social engineer, 
| Stuart Chase points out that to- 
day “the manager himself needs 
to become something of a social! 
scientist to get the most out ol 
the new findings now pouring in. 
| He especially needs to know more 
about checking his intuition agains; 
the growing body of dependable 
knowledge about human behavior. 
| He needs also,” Mr. Chase adds, 
| “two new mental tools, the culture 
| concept and semantics, using the 


| latter as a means of clearing com-| 


munication lines between people.” 
Stanley H. Ruttenberg, director 
of education and research of the 
Congress of Industrial Organiza- 
tions, stresses four aspects of man- 
agement’s social responsibilities: 


s “First, to improve local com- 
| munity conditions; second, to ac- 
| cept the principles of collective 

bargaining; third, to understand 

the fears and prejudices of workers 
oward scientific management; 
and fourth, to engage in business 
practices to assure job opportuni- 
| ties for all workers.” 

Edwin G. Nourse, former chair- 
man of the Council of Economic 
Advisers to the President, urges 
management to develop greater 
“technical competence and finan- 
cial prudence in operations,” and 
greater “tolerance, frankness and 
objectivity in dealing with labor 
as a partner.” 


AGENCY HEAD EDITS 
‘GREAT SALES STORIES’ 

New York, Feb. 20—J. M. Hick- 
erson, president of Albert Frank- 
Guenther Law here, has compiled 
and edited a 442-page volume 
titled “How I Made the Sale That 
Did the Most for Me,” which in- 
cludes “60 great sales stories told 
by 60 great salesmen.” The $5.35 
book was ready for distribution 
this week by Prentice-Hall. 

Contributors to the book include 


Walter S. Mack Jr., former chair- 
man of the Pepsi-Cola Co.; Mort- 
imer Berkowitz, until recently gen- 
eral manager of The American 
Weekly; Douglas Leigh, president 
of Douglas Leigh Advertising 
Corp.; William K. Beard, president, 
Associated Business Publications; 
Frank Folsom, president, Radio 
Corp. of America; John M. Fox, 
president, Minute Maid Corp., and 
John L. Coliyer, president, B. F. 
Goodrich Co. 


Audit Bureau Elects Ten 


Audit Bureau of Circulations, 
Chicago, has elected the following 
national advertisers to 
ship: Ball Brothers Co., Muncie, 
Ind.; Bolta Products Sales Inc., 
Lawrence, Mass.; Helene Curtis 
Industries Inc., Chicago; Gibson 
Refrigerator Co., Greenville, 
Mich.; M. K. Goetz Brewing Co., 
St. Joseph, Mo.; Hills Brothers 
'Co., New York; Plough Inc., Mem- 
phis; Shulton Inc., New York; 
| Thor Corp., Chicago, and United 
Fruit Co., Boston. 


Lettering Names Richman 


Mel Richman Studios, Philadel- 
phia, has been named the Phila- 
delphia representative of Letter- 
ing Inc. Antonio Granados, for- 
merly 
Philadelphia office, has been re- 
called to active duty in the Marine 
Corps. Richard Keener, formerly 
with John B. Stetson Co., 
joined the Richman studios to ser- 
vice the Lettering accounts. 


| Appoints William Orthman 


William G. Orthman, with KO- 
MO, Seattle, has been named man- 
}ager of the Seattle office of Paci- 
fic Slope Newspapers Inc., effec- 
tive March 1. He succeeds Jon 
| Faulkner, who has joined the sales 
|staff of Parrott Co., food and 
liquor broker. 


‘Herald Tribune’ Ups Parton 


James Parton, promotion direc- | 


tor of the New York Herald Trib- 
une, has been named assistant to 
the president, Mrs. Ogden Reid. 
He also will continue to supervise 
| the newspaper's promotion. 

| Appoints Feigenbaum Agency 
lentown, Pa., brewer of Neuweil- 
er’s cream ale and beer, has ap- 
pointed Harry Feigenbaum Adver- 
tising Agency, Philadelphia, to 
handle its advertising. 


in charge of Let‘ering’s| 


has | 


Louis F. Neuweiler’s Sons, Al-| 


All ‘Cosmo’ Copies 
Will Sell for 25 Cents 
for One Month Only 


New York, Feb. 23—Cosmopoli- 
tan today announced its March is- 
sue will retail at 25¢—10¢ below 
the established cover price. All 
copies of the issue will carry the 
legend “This issue only—25¢” in 
white lettering on a diagonal 142” 
band across the cover. 

The March “sale” represents the 
first large-scale application to 
magazine retailing of the mer- 
chandising technique by which 
many food and other manufactur- 
ers and stores have increased sales 
with special price offers for limited 
periods, according to Harry M. 
Dunlap, publisher. 

Cosmopolitan first tested the 
| 25¢ price as a come-on for attract- 
| ing new readers last July and Aug- 
| ust. The test included two differ- 
|ent groups of five cities each. Re- 
| sults were such that a 25-state 
| test of the idea was made with 
| the September issue. 


|@ The latter test showed a hike 
| of 48% in newsstand sales in the 
test area as compared with the 
rest of the country. About 19% 
of this increase has since been re- 
| tained at the regular newsstand 
price, according to Mr. Dunlap. 

He said no change in Cosmopoli- 
tan’s established 35¢ price is con- 
| templated. 


member- | 


500 Non-Commercial 


TV Stations Urged 
by Miss Hennock 


PHILADELPHIA, Feb. 20—Frieda B. 
Hennock, member of the Fed- 
eral Communications Commission, 
urges establishment of 500 non- 
commercial television stations to 
carry educational programs. 

Speaking to the Adult Education 
Council of Philadelphia at its 10th 
anniversary dinner at the Frank- 
lin Institute, where she received 
| the council’s annual award, Miss 
|Hennock proposed that 25% of 
| available television channels be 

set aside for educational use. This 
would provide the 500 she men- 
tioned. 

She asserted that commercial 
television cannot handle this edu- 
cational job. No matter how will- 
ing or cooperative a commercial 
station is, it could not allot suffi- 
cient time for such programming, 
she asserted. In addition, she said, 
such programs should be in the 
hands of educators and not busi- 
ness men. 


Robb Joins McCreery Agency 


John C. Robb, formerly with the 
Los Angeles office of Caples Co., 
has joined Walter McCreery Inc., 
Beverly Hills, Cal., as an account 
executive. 


Appel Switches Post 

Murray Appel, formerly fashion 
advertising manager of Senior 
Prom, has been appointed to the 
staff of Your New Baby and Baby 
Care Manual, published by Par- 
ents’ Institute, New York. 


ADVERTISING MAN 
CHICAGO AGENCY. 


We need one of those rare men who 


our most important accounts. One 


for and contact this client. We wou 


this advertisement. Box 7800, ADV 
Chicago 11, Ill 


WANTED! A-1 COPY-CONTACT 


copywriter with the executive capacity and personality to contact two of 
inquiry-producing advertising and the man we are looking for will write 


has recently been writing and contacting for a middle-size or large agency. 
We offer such a man a fine, fast-growing organization and a splendid 
chance to advance. For consideration your replies must give us complete 
employment record, age, military status, present salary, list of accounts 
served. Your confidence will be respected. Our people know we are running 


BY WELL-KNOWN 


combine the talent of a good creative 
of these accounts relies entirely on 


Id prefer a man who is now or who 
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Along the Media Path 


e@ Station WHK, Cleveland, on 
Feb. 10 formally dedicated its new 
million-dollar Radio City, with a 
special 2%-hour program. 


e@ Linage in the March issue of 
Scientific American was up 80% | 
over volume in the corresponding 
issue last year. February, 1951, 
linage was up 87%, as compared 
with the February, 1949, issue. 
During the first three months this 
year, ‘he magazine carried 67% 
more pages than in the same peri- 
od a year ago. 


e@ The Cincinnati Post kicked off 
an intensive three-week television 
sales promotion drive in Cincin- 
nati Feb. 13 with a special 24- 
page TV section, carrying more 
video advertising than has ever 
before appeared in one issue of a 
Cincinnati paper. 


e “Year After Year After Year...” 
is the title of a new promotion 
piece issued by the New York 
Times. Included in the brochure 
are data on the paper’s leader- 
ship in a variety of advertising 
classifications. 


e@ Traffic World has prepared a 
six-page, two-color folder describ- 
ing its 15th Perfect Shipping An- 
nual, scheduled for March 31. The 
folder contains a preview of the 
editorial contents, circulation and 
a list of advertisers whose copy 
will appear in the special edition. 


e “Thumbnail Calendars,” de- 
signed as reminders of seasonal 
merchandising possibilities for ad- 
vertisers using Housewares Re- 
view and Linens & Domestics, have 
been prepared by Haire Publishing 
Co. The calendars list the per- 
centages of merchandise sold in 
any given month (in relation to 
the total annual sales) . 


@ Stockholders of the Chicago 
Daily News Inc. have increased the 
size of the board of directors to 12. 
Four executives of the paper have 
been elected to the board includ- 
ing George F. Hartford, advertis- 
ing director of the Daily News. The 
paper gained 34,096 in average 
daily circulation for the six months 
ended Sept. 30, 1950, the largest 
gain of any newspaper in the U.S. 
The News also led the nation’s 
evening newspapers in national 
advertising, despite its ban on 
alcoholic beverage copy. And for 
the eighth consecutive year, the 
paper made substantial gains in 
total display advertising. 


e In its February issue, Modern 
Industry celebrates its 10th an- 
niversary with a story on the his- 
tory of the publication, its early 
trials, honors received and a re- 
view of its philosophy and steps 
taken to achieve objectives. 


e@ Publishers’ Auxiliary has pub- 
lished a brochure showing selected 
public relations and institutional 
ads of 48 companies which have 
appeared in the columns of the 
publication. Copies of the brochure 
are available, without charge, from 
Publishers’ Auxiliary, 210 S. Des- 
plaines St., Chicago 6. 


e@ The March issue of Glamour 
carries 127.34 pages of advertising, 
6.5% more than the March issue 
last year. 


e Esquire has been holding a 
series of luncheons at the Stork 
Club, New York, during which 
more than 600 advertiser and agen- 
cy executives have seen a presen- 
tation called “The Sleeping Giant.” 
It describes Esquire’s editorial and | 
advertising power, with particular 


reference to mail order, and dem- 
onstrates the magazine's utility in 
fields outside men’s wear. Esquire 
has shown circulation gains for 
43 consecutive months, and ad- 
vertising is 14.6% ahead for the 
first quarter of 1951. 


e@ Woman’s Day advertising rev- 
enue for the first quarter of 1951 
is up 28.5% over the same period 
last year. Linage in the first 
quarter is up 20.5%, as compared 
with the first three months of 1950. 


The March issue, first at the new | 


ad rates (based on a guarantee of 
3,600,000) showed a 30% increase 
in linage and 51% increase in rev- 
enue. It is the largest issue ever 
published by the magazine. 


e@ More than 300 children and 
their parents jammed _ Station 


KDAL’s studios in Duluth last 
month for an auction sale in which 
Arrowhead Creamery’s milk bot- 


tion’s 80,000 circulation, with 
breakdowns by industry, job func- 
tion and geographical distribu- 


| tle tops served as coin of the realm. | tion. Copies are available from th 
|The auction idea, now aired on a| Walter S. Chittick Co., 1500 Wal- 
| weekly basis, will be conducted | nut St., Philadelphia 2. 


henceforth with ice cream labels 
as lucre. |e “What Do You Know About 
the Seventh Largest City on the 
Continent?” is the title of a new 
fact folder issued by the Montreal 
Star. The folder lists basic data 
on the Montreal market. 


e Associated Publishers’ member 
newspapers will carry a series of 
12 ads, beginning this month, ad- 
monishing readers to “read the 
ads in this newspaper before you 
buy.” Copy will tell the readers 
of the Negro press that, by check- 
ing ads in the paper, they will find 
out who welcomes their trade, will 
save time and money and will 
help the newspaper to serve them 


e@ Station KMH, Shenandoah, Ia., 
has completed its “1950 Brand Dis- 
tribution Surveys for Food & Gro- 
cery Store Products & for Drug 
Products.” The food and drug 
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survey reports, 52 and 21 pages in 
length respectively, include de- 
tailed information on the number 
of stores carrying each brand of 
product and the percentage of dis- 
tribution of individual products. 
Copies are available from May 
Broadcasting Co., Shenandoah. 


Joins Bozell & Jacobs 

Ralph S. Combs, formerly with 
Condon Co., Tacoma, Wash., has 
been appointed an account execu- 
tive of Bozell & Jacobs, Seattle. 


Cornwell Joins ‘U. S. News’ 

Douglas A. Cornwell, formerly 
with Time, has joined the sales 
staff of U. S. News & World Re- 
port, New York. 


better. 


8x10 genvine glossy 


e@ Industrial Maintenance has . ea? 
in quantities 


compiled a new brochure on the 
sales potentials represented by the 
magazine’s coverage. “Facts About 
Industry’s Most Effective Sales 
Tool,” as the brochure is titled, 
contains an analysis of the publica- 
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over 100,000. 
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STER’s wonprous ™™ 


When you pop your sales question to this active, 2, intensive 
prosperous market, speak up with your advertisement 
in the pages of the Sunday Telegram Feature Parade. COV@rage 
Your results will speak for themselves. 


Feature Parade has an intense foliowing in the 
prosperous Worcester area. Over 100,000 families in 
this major Central New England Market, 52 Sundays 
@ year, pore over its inviting local stories and articles 
with drawings end photographs of well-known scenes 
and home-town folks. Readers look forward avidly 
to “Familiar Faces”, “Glimpses”, “Popping Questions” 
and the many other all-star local attractions that 
©_ Make this magazine a leader in readership. > 


= 


newspaper 


Daily circulation in excess of 150,000. Sunday 


The TELEGRAM -GAZETTE 


4 WORCESTER, MASSACHUSETTS 
cs 


" GeorGE F BooTH Pubtisher- - ei 
MOLONEY, REGAN & SCHMITT, INC. NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 
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4-A Agency Seeks 
Talented Copy Writer 


For a copy writer with major-league talent, we have 
a real major-league job — even though it’s off the 
hard-beaten paths of Madison or Michigan Avenues. 
All-around advertising experience desirable, but main 
qualification is ability to plan and write effectively. 
AVPLY BY LETTER ONLY. Elaborate presentation 
unnecessary. Just outline your background, refer- 
ences and salary requirements. If male, give draft 
status. Be sure to enclose picture and 4 to 6 samples 
of your creative work. (We will return). We consult 
references with permission only. Address your letter 


personally to 


Paul Blakemore, President 
THE BLAKEMORE COMPANY 
Des Moines 12, lowa 


Information for Advertisers 


No. 3893. Role of Business Maga- 

vines in Today's Economy. 

How business magazines serve 
the nation and its industries 
through their editorial and adver- 
ising pages is illustrated in this 
factual presentation prepared by 
icGraw-Hill Publishing Co. In 
ddition to basic information on 
usiness publications as industry’s 
learing house for ideas, knowledge 
nd technical data, the folder re- 
roduces a number of different 
rticles and advertisements which 
ffer excellent copy suggestions for 
usiness paper editors and busi- 
ess paper advertisers. 


Jo. 3896. Reading Habits of Chem- 
ical Engineers Studied. 

This folder contains a brief sum- 
iary of the study made by the Ad- 
ertising Research Foundation of 
he March, 1950, issue of Chemical 

Engineering. It presents some of 
he highlights contained in the 192- 
age study, showing the kind of 
ditorial articles which received 
he highest readership ratings, as 
ell as advertisements that were 
vost read. It includes data on use 

f color, illustrations, copy, posi- 

tion and size of advertisements. 


No. 3897. Factual Study of the Ne- 
gro Market. 

Market characteristics, usage of 
and preference for various selected 
products among 1,854 readers of 
Ebony are tabulated in this report 
(No. 6) made in conjunction with 
the Starch advertisement reader- 
ship program conducted in cities 
and towns throughout the country. 
It covers ownership of cars and 
radios; entertainment; preference 
for brand of liquors, hats, shoes, 
medicines, foods, household sup- 
plies and cosmetics, and magazine 
readership. 


No. 3900. Home Market Estimates 
on 40 Products. 
Contractors and builders of new 
housing units report their accept- 


ance and use of 40 home products | 


in this reader study issued by 
Practical Builder. It covers major 
home appliances, kitchen cabinets, 
electrical equipment, plumbing 
and heating and specialty items 
such as fireplace units, inciner- 
ators, water softeners, shutters 
and iwnings. Outstanding in this 
report is an analysis showing the 
shifting pattern of builders’ opera- 
tions from year to year. 


No. 3902. How Advertising Builds 
Product Recognition. 

The direct correlation between 
product recognition and the 
amount of advertising space used 
is charted in this new series of five 
reports issued by Laboratory of 
Advertising Performance of Mc- 
Graw-Hill Publishing Co. Four of 
the reports cover case histories on 
advertising achievement for indus- 
trial trucks, packing and gaskets, 
fixed conveyors and valves; the 
fifth contains a recap on 19 indus- 
trial products. 


No. 3903. Writing Ads That Will 

Sell the Engineer. 

This reprint of an article from 
a recent issue of Heating & Venti- 
lating, entitled “If I Were An Ad- 
vertising Man,” offers some practi- 
cal suggestions on types of copy 
and layout for advertisements 
directed to industrial engineers. 
Written by a consulting engineer, 
the reprint points out the type of 
information engineers look for in 
ads, as well as response to illustra- 
tions and layouts. 

No. 3905. Market Data the 
Telephone Industry. 

This new 24-page data book of- 
fered by Telephone Engineer Pub- 
lishing Corp. presents essential 
market information on the entire 
telephone industry. Statistics for 
Bell and independent companies 
include figures on miles of pole 
lines and telephone wire; tele- 
phone investment by types of pro- 
perty, and the book includes a 


on 


!complete circulation analysis and 


services available to advertisers. 


Note: Inquiries for the items listed above will not be serviced beyond April 9. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Iliinois St., Chicago 11, Ml. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


Advertising Age, February 26, 1951 


NG Market PLAC 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


THE Al vl RT 


ceding publication date. Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 

185 N. Wabash Fr 2-0115 Chicago 
——__—_— get over $1,000,000.00. This man prefers 


Space Salesman 5, > 
Well established industrial publisher has | — eee ae ee 
opening for capable young man Chicago | Box 3630, ADVERTISING AGE 
area. Give full details first letter. Replies | 200 E. Illinois St., Chicago 11, Tl 
in confidence. Our personne! fully inform- | _ ae __——— a 
ed of this advertisement | ADV. MGR. or ACCT. EXEC. 
Box 3614, ADVERTISING AGE | With 25 years varied adv. and sales prom 
200 E. Illinois St., Chicago 11, Il. | exp.—agency and manufacturer. Strong 
on ideas, y, prod. Moderate salary. 
Industrial Advertising Agency, Chicago, | Box 3631, ADVERTISING AGE 
wants trainee with mechanical sense who | 200 E. Illinois St., Chicago 11, Il. 


POSITIONS WANTED 
ADVERTISING MANAGER 
or ASSISTANT 
20 years experience, includes administra- 
tion, production, creative, sales promo- 
tion and copy. Has handled annual bud- 


first letter. Exceptional opportunity 
Box 3628, ADVERTISING AGE 


200 E Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. HA 17-2063 Chicago 4 


INDUSTRIAL ADVERTISING MAN 

-with technical writing ability and 
a well rounded out industrial advertising 
experience will find an excellent oppor- 
tunity awaits him with this top ranking 
industrial advertising agency. If you want 
to get ahead in a small town, you will 
want to investigate this one. Write us 
about yourself, giving full details and 
sending samples of your work. 
The Jay H. Maish Company, Marion, Ohio 


“ARTWORK & PHOTOGRAPHY 
SALESMAN 
Unusual oportunity to become affiliated 


with. large successful studio rendering 
complete services—layouts, retouching, 
technical manuals, photography, slide 


films, TV, etc. Must be experienced and 
have successful sales record. 
Write in confidence giving your qualifica- 
tions and complete history. Our employ- 
ees know of this ad. 

Box 3640, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
bd s 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. 


We are a small, recognized agency—well 
financed, with accounts in all 


assistant a.e. who's ready to take the 
“big step”. He should have solid agency 


business 
business (including copy). He'll 
from his own leads as well as ours. Car 
essential. Attractive proposition. Send 
complete resume in confidence to Post 
Office Box 6001, Chicago, Illinois. 
ACCOUNT EXECUTIVE—or man well- 
qualified to develop fast into an AE—by 
18-year-old fully recognized 25-man agen- 
cy in Middlewest. Must be experienced in 
all visual media, able to get along with 
varied client personalities, be of proved 
creative and copy ability, and be strong 
administratively and in sales viewpoint. 
Excellent income potential; starting sal- 
ary open, Write fully and 
confidence. 

Box 3642, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Promotion Mgr-Marketing exp....to $12,000 
Know dealer distribution for Paint, 
Wallpaper or Home Appliance trade 

Direct Mail Expert-Relocate...to $10,000 
Industrial paper products experience. 
Plan and direct campaigns. Able writer. 

Cepy Chief-Farm Mach’y exp...to $7,500 
Expert ad maker & exec Relocate 
Media Mgr-TV and Radio Research....$5,000 
Space buyer, B&W; also Outdoor Media 

Mkt Research Grad (fem)......to $4,800 
Mktg. Master Req. High Academic red. 

Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson WA 2-9400 Chicago 4 


REPRESENTATIVES AVAILABLE 


Exp Rep with PROVEN sales desires to 
move up to consumer or leading trade 
book. Lead all competiters in ‘50 with No. 
2 book in field. Home in Chicago, Ambi- 
tious, ready to work HARDER & LONG- 
ER. College grad, young, married, vet. 

Box 3600, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


PUBLISHERS REPRESENTATIVE 
with Chicago office, would like to rep- 
resent one additional publication in Chi- 
cago-Milwaukee area. Commission basis. 

Box 3633, ADVERTISING AGE 

200 E. linois St., Chicago 11, I. 


can write. Give background, salary, etc., 


fields. | 
The man we want is probably now an/| 


experience soliciting and developing new | 
as well as fully servicing such | 
work 


in assured | 


ADVERTISING MANAGER 

| Experienced! Capable! Available! 
This man has a solid 22 years experience 
in Ad preparation, production & sales. 
Newspaper, Radio, Direct Mail, Trade & 
| Consumer Papers, Public Relations, House 
| Organs, Catalogs, Folders, Visual & Mo- 
tion Pictures, Dept. Store ad & mdsng. 
Know all phases of graphic arts. Excel- 
lent layout and copy ability. Creative! 
Now ad exec for midwest mfg. Age 40, 


married, family. Ex Gl. Salary: well with- 
in 5 figures. Inquiry or interview in- 
vited. Write 

Box 3634, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


A STOP-WORRY, SAVE-WORK EDITOR 
Forget your editing, managing worries 
Magazine edit & publ with COMPLETE 
top-level publishing and management ex- 
perience wants tough challenging job any 
phase of going or starting magazine 
Know how conceive, direct, assemble, 
edit, layout, production the works! 
Salary modest. Proven successes tell more 
Box 3635, ADVERTISING AGE 
200 E. lllinois St., Chicago 11, Ill. 
ADVERTISING-PUBLIC RELATIONS 
woman seeks challenging opportunity. 10 
yrs. exp. includes copywriting, produc- 
tion, rough layout, contact. Presently 
employed as ad mgr. but desirous of 
more stimulating position. 
x 3636, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Creative Ad-Maker. Acct. Exec. Exper. in 
all media. Versatile hard-hitting copy 
Strong on prod. Tops mdsng, mktg. Vet 
32, coll. grad. 
Box 3637, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
CREATIVE C’PYWRTR SEEKS CHANGE 
Here’s a real agc’y man, an expert writer 
in many fields, who has outgrown pres- 
ent spot and wants to correspond with 
man having tough one to fill. Young, co- 
operative-has clean record. Will consider 
Chgo, any place east. Resume. 
Box 3638, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Advertising Layout Artist 
desires position as Art Director with ad 
|} agency or manufacturer. Very capable, 
12 years experience and have a sound 
understanding for any art problem. Mar- 
ried, above draft age. 
Box 3639, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
COPYWRITER 
Capable, ambitious young woman, univer- 
sity grad, 4 years’ all around experience; 
retail, national direct mail copy—from 
perfumes to power plants 
Box 3641, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ANIMATION CARTOONIST 
Want studio or TV location. Storyboard. 
Edit. Plan creative sales program. Studio 
exp. Vet. Ted Shargel—P.O. Box 16, 
| Lemay, Mo. 


MISCELLANEOUS 
| LABOR SHORTAGES can be beaten 
| Classified ads effectively written 
| shrewdly scheduled solved the problem 
for many industries in World War LU. Ser- 
vices now available for limited number 
of clients. Write, wire, phone: The J. L. 
Keenan Advertising Agency, Specialists 
in classified advertising since 1906. In- 
dustrial Section, Rochester 4, N. Y. Ham- 
ilton 3771. 

ADVERTISING FREE LANCE 
OR 1 MAN AGENCY 
to work with same. Object more and 
better new business, reduce expenses, as- 
sist each other, stronger setup. Advertiser 
is Chicagoan, 
substantial small accounts. 
Box 3632, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils. 
Will rent to reliable house. Can mail 
Write-TOBE’S, Niagara-on-the-Lake, Ont 
EXCL. MAILING LIST FOR RENT 
24,000 repeat buyers. Upper income, 95°, 
women. On gummed labels. Entire list 
$192. LanKo, 5313 S. Van Ness, L.A. 26. 


(For Agency or Manufacturer) 


THIS TOP ADVERTISING WRITER 
CAN HANDLE YOUR FARM CHORES! 


Farm-born, agricultural-college 
trained, with 18 successful years’ ex- 
perience as Copywriter, Sales Pro- 
motion Manager, and Advertising 
Manager for tractor, implement, and 
farm equipment manufacturers. Plus 
copy-creative-contact experience 


IMPRINTING WORRIES? 
Forget them... 


Fine Arts Printing offers a new “one 
package” service: Using either letter- 
press or offset—or both—we will print 
your material, warehouse it at no 
charge, and imprint and dropship on 
order. For a “no obligation” bid write 
or phone: 


a as i eee Sunn & tention: 6-4 Games. A ae Fine Arts Printing Co. 
COMPANY sleeve result-getter. Highest recom- 900 N. Franklin Street 

“i mendations. Chicago 10, Illinois 
ADORE Box 7803, ADVERTISING AGE DElawore 7-8566 
cry @ 2008 stare 200 E. Illinois St., Chicago 11, Ill. 7 


General Mills Names Four 
A. Wells Wilbor, formerly direc- 


| . " 
tor of market analysis for General 


Mills, Minneapolis, has been 
named coordinator of Betty Crock- 
er activities. Gordon A. Hughes, 
formerly market analysis manager, 
has been named to succeed Mr. 
Wilbor. George S. Barnes, ad man- 
ager of general flour and feeds, 
farm service and special commodi- 
ties operations, also will have ex- 
ecutive supervision of the adver- 
tising production and premium de- 
partment, coupon service and ad- 
vertising warehouse, formerly the 
responsibility of Lowry Crites. Mr. 
Crites is now director of media, 
radio and TV programming. 


Red Comet Appoints Broyles 


Red Comet Inc., Littleton, Colo., 
manufacturer of automatic fire 
extinguishers, has appointed Ga- 
len E. Broyles Co., Denver, as its 
agency, effective April 1. Maga- 
zines will be used, including a 
two-color column ad in the April 
14 Collier’s. 


Names Owen & Chappell 

R. W. Johnston & Co., Waldorf- 
Astoria jeweler, has appointed 
Owen & Chappell, New York, as 
its advertising agency. The com- 
pany, which has not advertised 
previously, will begin promotion 
through House & Garden in March. 


HAVE YOU AN IMPORTANT 
COSMETIC ACCOUNT? 


Is your agency building recogni- 
tion in this field? Then talk to 
this man. His 25 years of suc- 
cessful selling, promotion and 
advertising of drugs and cos- 
metics—his personal following 
in the top outlets—his intimate 
knowledge of the client’s prob- 
lems, arising out of his own 
manufacturing and selling ex- 
perience—his ability to construc- 
tively discuss all major prob- 
lems at management level—to 
develop broad over-all market- 
ing strategy and to supervise 
every detail at the follow- 
through—make his services in- 
valuable to any agency special- 
izing in Cosmetics or Toiletry 
accounts. Salary bracket $25,000 
plus incentive. 

Box 7805, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


Gentile, established, with 


WANTED 
Advertising and 
Sales Promotion Manager 
Dunn & Bradstreet rated AA-Al Food 
Manufacturer with annual gross sales 
of $10,000,000, an ad budget in excess 
of $100,000 offers an attractive oppor- 
tunity for a capable and ambitious ad- 
vertising and sales promotion man- 
ager. Duties include, planning promo- 
tional campaign, saavehendiine super- 
vision, market research, opening new 
markets, new product development 
and marketing, calling on trade with 
regular salesmen and improvement of 
old markets. Will work directly under 
Vice President in charge of sales. Mod- 
erate salary to start $5,000 to $6,000, 
depending on qualifications, a bonus 
will be paid after first 12 months based 
on results. Earning possibilities within 
five years $12,000 plus bonus. Please 
enumerate qualifications in detail. Food 
experience a must. Address reply: 
A. D. Jarvis 


Box 1629 
Knoxville, Tennessee 


LAZY 
ADVERTISING EXECUTIVE 
I'm in a soft spot: 5 figure job, work 
only when it’s necessary—BUT my 
10 years creative and merchandising 
= geal is fed up with the wrong 
diet. 


|Creative advertising executive— 


sharp: copy, merchandising. Con- 
sumer & industrial (Agency & Mfg. 
administrative experience) . . . 37 
years old, married, college, service 
exempt. $12-$15,000. N.Y. metropoli- 
tan area only. 
Box 7804, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. Y. 


FARM PAPER REPRESENTATIVE 
A leading ABC farm paper in New 
England state invites inquiries from 
persons or firms interested in taking 
on national representation. No previ- 
ous rep. 

Box 7802, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y. 
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Lefton Appointed | 
to Handle Welch's 
Sweet Grape Wine 


New York, Feb. 22—Quality Im- 
porters Inc. has been appointed 
distributor for the new popular 
priced sweet wine being produced 
by Welch Grape Juice Co., ex- 
pected to be put on the market in 
April. Al Paul Lefton Co. has been 
named to handle advertising of the 
new product. 

Business paper cupy is expected 
to break in mid-March and con- 
sumer copy i mid-April. Present 
plans call for use of newspapers, 
radio and TV. Media to be used are 
now being selected, AA was told. 

Welch has been working for sev- 
eral years to perfect a new type 
of sweet wine from Concord 
grapes (AA, Feb. 19). To avoid 
confusion with its grape juice, the 
company will market its new prod- 
uct through a separate sales or- 
ganization. 


ATF Becomes Daystrom Inc. 

ATF Inc., Elizabeth, N. J., par- 
ent company of American Type 
Founders Inc. and American Type 
Founders Sales Corp., has changed 
its name to Daystrom Inc. The 
company announced this change 
has no effect on the operations, 
products and services of American 
Type Founders. Other affiliated 
companies of Daystrom Inc. are 
Daystrom Furniture Corp., Day- 
strom Laminates Inc. and Day- 
strom Electric Corp. 


Suspends Promotion Plans 


Glass Container Manufacturers 
Institute has announced in be- 
half of certain glass products 
that because of the national emer- 
gency promotion activities have 
been suspended. This includes 
such items as milk bottles, glass 
jars for baby food and single trip 
bottles for malt beverages. 


Gray & Rogers Appointed 


W. E. Hooper Sons & Co., Phil- 
adelphia, a major producer of 
canvas and duck, has appointed 
Gray & Rogers, Philadelphia, to 
handle its advertising, effective 
April 1. 


1951 


RECEPTION—James B. Conkling, center, 
is welcomed into the Columbia Br 


ident of Columbia Records Inc., 
9 System family by CBS President Frank 


Stanton (right) and Goddard Lieberson, executive vice-president of Columbia Records. 
Scene: a porty honoring Mr. Conkling, formerly vice-president of Capitol Records, in 


New 


York. 


ANPA’s Williams Hits Georgia Bills Banning 
Liquor Ads and Newspaper ‘Monopolies’ 


ATHENS, GA., Feb. 22—Warning 
that because the demand for news- 
print exceeds production, “there 
are many factors which can create 
a shortage to bring the government 
more actively into the field of pa- 
per distribution,” Cranston Wil- 
liams, general manager of Amer- 
ican Newspaper Publishers Assn., 
today told the Georgia Press In- 
stitute that there are “reports that 
our State Department will bring 
pressure to have newsprint made 
available for countries outside the 
Iron Curtain.” 

It is unfortunate, Mr. Williams 
said, “that some of our friends in 
other countries who are now in 
great need of newsprint failed to 
take ordinary steps of prudent bus- 
iness to assure a continuous sup- 
ply when they had a chance to 
buy newsprint from several dif- 
ferent sources.” 


e Commenting on a bill pending 
in the state legislature to prohibit 
hard liquor, wine and beer adver- 


1950 


et 


hey 


Today's Biggest aot Best Buy 
in Northwestern Indiana 


is the 


195% INCREASE 
LAFAYETTE RETAIL BUSINESS VOLUME 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL anno COURIER 


LAFAYETTE, 


INDIANA 


SHANNON & ASSOCIATES, INC., REPRESENTATIVES 


tising in newspapers of the state, 
Mr. Williams said: “If the purpose 
is to hurt the newspapers, that 
purpose will fail. If the purpose is 
to cause less drinking, the con- 
sumption in Georgia will not be 
affected at all. 

“It is my belief that anything 
that may legally be bought and 
sold can also legally be advertised, 
and that applies both to products 
and to services. 

“As it is, newspapers already 
exercise their own judgment as to 
whether or not they will accept | 
liquor advertising. It is sound pol- | 
icy and in the public interest for 
the individual publisher and not | 
government to determine what ad- 
vertising he will or will not ac- 
cept.” 


@ On the question of so-called 
newspaper monopolies, Mr. Wil- 
jliams observed that bills now 
pending in the state legislature to| 
curtail such monopolies are un-| 
| realistic. | 
| “A study of a long series of| 
|mergers and consolidations,” he | 
| said, “shows clearly that they) 
come about because of business) 
| conditions and not because of any | 
| design or desire by one person or | 
| one company to control all of the 
| newspapers in a particular area 
for motives not in the public in- 
terest. 

“It happens that my father, who 
was a Georgia publisher and editor 
for more than 50 years, at the time | 
of his death was publishing two 
weekly newspapers in one plant,” 
Mr. Williams said. “My brother | 
bought another to make it three. 
In each case the weekly news- 
paper is the only paper in the 
county. 


e “I assume,” he continued, “un- 
der present-day thinking, some 
would charge my father and then 
my brother with being sordid 
monopolists, and maybe under the 
pending legislation, if it had been 
a law, some judge could hold that 
those three newspapers must be 
separated and not be printed in 
one plant by one owner. 

“I can tell you that the only rea- 
|}son my father bought the second 
|and my brother the third paper 
| was to try to get enough volume 
| of business to continue to publish 
| the first newspaper; to pay the 
bills, and to stay in business!” 


JANUARY NEWSPRINT 
USE WAS 451,702 TONS 

New York, Feb. 20—Daily 
newspapers reporting to the Amer- 
ican Newspaper Publishers Assn. 
consumed 345,552 tons of news- 
print last month, compared with 
345,093 tons in January, 1950, and 
332,671 tons in January, 1949. This 
is an increase last month over 


January, 1950, of 0.1% 
crease over January, 
3.9%. 

The total estimated newsprint 
consumption in the U. S. for Jan- 
uary, 1951, was 451,702 tons, which 
includes all kinds of uses of news- 
print. 

Stocks of newsprint on hand and 
in transit at the end of January, 
1951, were 39 days’ supply for the 
average of all daily newspapers 
reporting to ANPA. This is an in- 
crease of six days’ supply as com- 
pared with the end of December, 
1950, and is a drop of one day, 
compared with the end of January, 
1950. There were 45 days’ supply 
at the end of January, 1949. 


and an in- 
1949, of 


Stevens Rejoins Curtis 

John H. Stevens, formerly vice- 
president of Benson & Benson Inc., 
New York market research or- 
ganization, has rejoined Curtis 
Publishing Co. in the advertising 
promotion department of The Sat- 
urday Evening Post, Philadelphia. 


Bernstein Promotes Barad 

Frank W. Barad, vice-president, 
| account executive, has been elect- 
ed executive vice-president and a 
member of the board of directors 
of Bo Bernstein & Co., Provi- 
dence, R. I. 


57 


Publisher Names Grant V. P. 


Fred Grant, fomerly director 
of sales research and an account 
executive of Belden & Hickox, 
Cleveland agency, has joined Lab- 
oratories Publishing Co., Chica- 
go, as vice-president in charge of 
the central states region. He will 
make his headquarters in Cleve- 
land. Mr. Grant also has been 
with McGraw-Hill Publishing Co. 
as district manager of Chemical 
Engineering. 


Wildroot Plans Campaign 

A. J. Denne & Co. Ltd., Toronto, 
is releasing the biggest advertising 
campaign in the history of Wild- 


root Ltd., Fort Erie, Ont. News- 
papers, color comics sections, car 
cards and radio will be used. 


Robert Carlton Joins WEWS 

Robert Carlton, formerly pro- 
duction director of WMBD, Peoria, 
Ill, has joined the sales staff of 
WEWS, Cleveland. 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


since te2e 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


lose an 
important 
part of 


America’s 


3rd largest 
market... 


—=—’. without the 
LONG BEACH PRESS-TELEGRAM 


Press-Telegram readership in Long Beach is 
five times greater than the readership of any of 
the Los Angeles dailies which claim adequate 
coverage of this $543,000,000 market. Press- 


Telegram coverage in Long Beach is greater than 


all of these newspapers combined. 


| Dress- 


elegram 


IN LONG 3EACH, CALIFORNIA 


National Representative: Cresmer & Woodward, Inc. 
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Ansul Chemical Co. 


Finds a Way 


to ‘Sell’ Advertising to Employes 


Marinette, Wis., Feb. 22—Ansul ! 
Chemical Co., which employs 376 
people here, has wondered from 


time to time what its workers 
think about Ansul advertising. 
This small industrial company 


spends about $100,000 a year pro- 
moting Ansul chemicals, fire ex- 
tinguishers and other products. 

And, like most companies, it has 
a number of workers who think 
that money spent for ads could be 
put to a lot better use if it went 
to increasing wages. 

Ansul frequently has sent page 
reprints of a new ad to employes. 
Then, last December, it did con- 
siderably more: It used two pages 
of its monthly house organ, “An- 
sul Fuse Plug,” to point up the 
value of advertising to its people. 

‘Advertising is the lowest cost 


FREE BOOKLET 
“Dictate with a Big YOU." f Dictate 
Write today—use business | Reabhi a big 


letterhead, please. YOU 


Z 


NE Paves 


You sign the BEST 


Gites 


WATERMARKED 


by 
Fox River 


*Cotton-fiber makes the finest 
BUSINESS, SOCIAL, AND ADVERTISING PAPERS 


Your signature is your trade mark — 
as important to you as the name Cadillac 
to General Motors. When you sign 
your name, regard it as your personal 
seal on the appearance and contents of 
your letter. 

You sign the best in paper when it's 
“cotton-fiber by FOX RIVER”... and 
you can see these words in the water- 
mark of every letterhead and matching 
envelope. Exact cotton-fiber content is 
also shown — 100%, 75%, 50%, or 
25% (the more cotton-fiber, the finer 
the paper). Nothing like cotton-fiber 


for whiteness, crispness, and for retain- 
ing its appearance under erasing and 
hard handling. Ask your printer. 

Fox RIveR PAPER CORPORATION 
1126 S. Appleton St., Appleton, Wis. 


way yet devised to sell goods,” the 
story declared. “Every job in 
America depends on somebody | 
selling something to somebody | 
else. Effective advertising sells | 
more goods to more people and by 
so doing helps make jobs more 
secure. 


e “It is natural to assume that 
the cost of advertising is a sort of 
bonus the customer pays for the) 
privilege of using advertised goods. 
This is not true. | 

“The manufacturer of a can of 
beans has to spend money to sell 
his product,” the house organ ex- 
plained. “We all know that the 
more he sells the less it costs him | 


e “This is by no means a far- 
fetched example,” said the house 
organ, “and it is true of every- 
thing manufactured. Cigaret mak- 
ers, who top the list in adver-ising 
expenditures, spend half a cent a 
pack for advertising. Soup canners 
spend one-thirtieth of a cent a can 
and soft drink bottlers even less— 
one-sixtieth of a cent a bottle.” 

| The “Fuse Plug” went on to ex- 
| plain the difference between con- 
sumer and business paper adver- 
| tising, pointing out that since An- 
|sul products are not sold directly 
| to the public but rather to indus- 
|trial plants, airlines, trucking 
companies and so on, the company 
concentrates its ad efforts in busi- 
ness publications. 

“That means we place our ads 
in magazines that we think our 
customers will read. For example: 
in most industrial plants the man 
who is in charge of fire protection 
is the plant safety director. There- 
fore we try to reach him through 
the magazines he reads: Fire En- 
gineering, Occupational Hazards, 
National Safety News and so on.” 


|@ Then the house organ turned to 
a discussion of how Ansul adver- 
tises. 

“Ansul,” it said, “employs an 
agency to handle many of the de- 
tails of its advertising program 
Jack Cormack of Milwaukee (the 
J. A. Cormack Advertising Agen- 
cy) is our advertising agent and he 
works hand in hand with our own 
customer relations department. 
Jack handles such things as writ- 
ing up the ad, making attractive 
layouts, and placing the ad in mag- 
azines. 

“At Marinette, Jack works with 
Hugh Higley and Jack West. West 
is in charge of fire extinguisher 
advertising while Higley takes 
eare of refrigeration, industrial 
chemicals and export. These two 
men assemble the technical in- 
formation that Cormack will need, 
pass on suggestions from the sales 
departments, check on the effec- 
tiveness of the ads through follow- 
up by our salesmen, etc. Together 
West, Cormack and Higley, assisted 
by reports from our salesmen in 
the field, select the magazines in 
which the ads will appear.” 


es The “Fuse Plug” then went in- 
to the story behind the develop- 
ment and preparation of an Ansul 
ad currently appearing in a num- 


ber of trade publications. 

“Advertising is a big business,” 
the house organ concluded. “The 
nation’s annual bill for advertis- 
| ing runs to over $5 billion. Ansul 
| has always been acutely aware of 
the value of advertising and has 
| consistently put a relatively large 
percentage of its budget aside for 
this purpose. 

“During 1951 our company will 
advertise in 43 publications and 
will run just under 200 pages of 
advertising. Our management has 
felt that this money is well in- 
vested. In fact, no little credit for 
the company’s growth during the 
past few years is attributed to our 
promotion program. 

“In a broad sense we could say 
that advertising makes the wheels 
of industry go ‘round. Advertis- 
ing mal:zes possible better prod- 
ucts, reduced costs, and job se 
curity ...and a better life for al 


to produce each can of beans. The | of ws. 


American competitive system be- | 
ing what it is, he must pass that 
saving on to the buyers or lose 
customers to a competitor who 

“The manufacturer realizes that 
if he hires salesmen alone to sell 
| his product, the cost of sales may 
| be 2¢ a can—which the housewife 
must pay. If he takes half a cent a 
can and puts it into advertising to 
help open doors for his salesmen 
he can cut his sales cost by half 
|}a cent and can pass that saving on 
| to the buyer. 


a A few weeks after the article 
appeared, a team from the cus- 
tomer relations department ques- 
tioned 20% of the employes about 
advertising. This covered both 
white- and blue-collared employes 
Four questions were put to them: 

1. “How much money did you 
think the company spent on adver- 
tising before you read the article?” 
Answers ranged from $2,000 to 
$1,000,000, with an average of 
$150,000 (50% more than actually 
spent). 

2. “Do you think our advertising 
budget is money well spent?” An- 
swers were: 83% yes, 11% no, and 
6% no opinion. 

3. “Should the company stop ad- 
vertising and spend this money for 
extra wages?” Only 4% said yes; 
81% said no and 15% didn’t know. 

4. “Did the ‘Fuse Plug’ story 
change your mind in any way?” 
To this, nearly one-third said it 
had. 


@ These replies have convinced 
Ansul’s executives that, partly 
due to the December article, they 
now have an exceedingly informed 
and approving work force, at least 
as far as advertising gues. They 
were surprised, in fact, at the un- 
derstanding many of the workers 
seemed to have. Sample com- 
ments: 

A machinist: “If you stop ad- 


vertising, there won't be any 
wages.” 
A carpenter: “Is Ansul well 


known enough not to advertise?” 

“Ansul doesn’t do enough ad- 
vertising.” 

Plant employes, it was found, 
tend to support advertising efforts 
even more vigorously than office 
employes. 

The informal survey showed, 
also, that the employes do not 
| make any distinction between ad- 
| vertising and publicity, although 
Ansul has two separate campaigns. 


| Seamprufe Opens Campaign 

Seamprufe Inc., New York, is 
conducting a Slip of the Month 
|ecampaign in fashion magazines 
| and business papers. Full-page ad- 
vertising breaks in March issues 
of Glamour, Mademoiselle and 
Vogue. Weekly insertions will be 
used in New York Times Magazine 
and Women’s Wear Daily. Gardner 
Advertising Co., New York, is the 
agency. 


Appoints Stewart Agency 


Hachmeister-Inc., manufacturer 
of Coronet plastic wall tile, HAKO 
asphalt tile flooring and Bloxolite 
plastic partition blocks, has ap- 
pointed James A. Stewart Co., 
Carnegie, Pa., as its agency. Tele- 
vision, radio, newspapers, trade 
publications and magazines will 
be used. 


Will Direct Trade Fair 


John M. Haydon, public rela- 
tions director of the Port of Seat- 
tle, has been given a leave of 
absence to direct the Seattle In- 
ternational Japanese Trade Fair, 
which will be held June 15-30. 


WASHINGTON, Feb. 20—Despite 
extremely cold weather over much 
of the nation, consumer buying 
during the week ended Feb. 10 was 
up 15%, as compared with the 
corresponding week last year. 

In evaluating the importance of 
the consumer spending spree, 
which was interrupted briefly dur- 
ing the preceding week, it is im- 
portant to note that Federal Re- 
serve Board figures on department 


DEPARTMENT STORE 
SALES INDEX _ 


5.39 EQUALS 


i) 


Week to Feb. 10, '51*..p274 
Week to Feb. 11, ’50*....238 
Week to Feb. 3, '51*....233 
Week to Feb. 4, '50*....226 
Month of Dec., '50*....p534 
Month of Dec., *49*......484 


*Not adjusted seasonally. 
pPreliminary. 


Federal Reserve Figures on Department Store Sales 


store sales refer to dollar volume, 
not unit volume. 

Since prices are up from last 
year, especially on soft goods, and 
since department stores normally 
are heavier on soft goods volume 
than the national averages, some 
of the increased volume can be at- 
tributed to price increases. 

However, retailers throughout 
the country still evince concern 
over heavier-than-normal purchas- 
ing by consumers. 

On the current tabulation, the 
southwestern states, West Coast 
cities and the New York area re- 
ported heaviest sales gains. Sales 
also were strong in the northern 
tier of states, extending west to 
the Chicago district. 

Largest gain among the cities 
was the 42% increase in Wichita, 
which was followed by Houston 
(up 33%), Akron (up 29%) and 
Atlanta and Salt Lake City (both 
up 28%). 

Only Nashville, New Orleans 
and Louisville recorded losses—of 
17%, 15% and 2%, respectively. 

% Change from ‘50 


Week Ended 
Federal Reserve Jan. Feb. Feb. 
District and City ca 3 10 
UNITED STATES ......... 25 3 15 
Boston District .............. 2 0 ed 


New Haven ll 10 27 
Boston : 20 16 
Springfield 31 6 4 
Providence 23 16 14 
New York District a rs 19 
Newark 23 r2 17 
Buffalo 2% —6 9 
New York 20 r7 22 
Rochester 26 r—2 ll 
Syracuse 21 9 8 
Philadelphia District 7a rs 1 
Philadelphia 2-8 8 
Cleveland District 2-2? 16 
Akron 41 0 29 
Cincinnati 10 —19 7 
Cleveland 36 6 7 
Columbus 1 —32 6 
Toledo 35 4 3 
Erie 26 11 8 
Pittsburgh 37 3 21 
Richmond District a ré hi 
Washington 20 -—3 10 
Baltimore 16 —8 15 
Atlanta District reo r—é 9 
Birmingham 31 —11 24 
Miami r27 21 ° 
Atlanta 25 r2 28 
New Orleans 2—17 —15 
Nashville 28 r—60 —17 
Chicage District 2 ‘5 7 
Chicago 16 1 8 
Indianapolis 24 = «—15 16 
Detroit 27 4 18 
Milwaukee 32 6 15 
St. Louis District 28 r—12 i 
Little Rock 29 —31 10 
Louisville 32-21 -2 
St. Louis Area 23 —1 13 
Memphis 3% —43 ll 
Mi lis District at 2 6 
Minneapolis 28 5 7 
St. Paul 4 -—3 3 
Duluth-Superior 19 0 6 
Kansas City District 39 «Corll 21 
Denver 43 9 21 
Wichita 30 23 42 
Kansas City 40 7 19 
St. Joseph 42 6 C+3 17 
Oklahoma City 26-2 13 
Tulsa 30 17 22 
Dallas District 4 rs 9 
Dallas 2 —7 15 
Fort Worth 12 r8 12 
Houston . 32 —17 33 
San Antonio 17 —25 4 
San Francisco District 30 “4 19 
Los Angeles Area 24 16 24 
Oakland 26 32 13 
San Francisco 28 21 13 
Portland 40 42 3 
Salt Lake City 35 27 28 
Seattle 46 45 27 


*Data not available. 
rRevised. 


Wilhelm Appoints Baxter 


Everett T. Baxter, formerly with 
Fehr Baking Co. and Pictsweet 
Foods Inc. in Houston, has been 
named head of the newly created 
store merchandising department of 
the Houston office of Wilhelm- 
Laughlin-Wilson & Associates Ad- 
vertising. 


Darden Rejoins Hammarlund 


W. E. Darden, after an absence 
of two years, has rejoined Ham- 
marlund Mfg. Co., New York, ra- 
dio and radio parts manufacturer, 
as general sales manager. 


Filmack Offers You 
America’s Lowest Cost 


tography 


1335 S. Wabash Ave. « 


Wade te Order 


TV FILM 


COMMERCIALS 


Here’s how FILMACK serves you faster! 
Our large staff and extensive facilities are geared 
to do fine quality work at top speed. 
Here's how FILMACK saves you money! 
We do all of our own typesetting, artwork, pho- 
and laboratory work. 
Through 32 years of specialized low cost movie- 
making we've learned to deliver high quality 
inexpensively and to pass the savings on to you. 
Let us quote on your job today! 
One minute TV commercial with audio as low 
as $150.00. 

Send us your script or idea 


FILMACK 


Telephone HA 7-3395 * 
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100 Leading Advertisers 


A ranking of the top 100 national advertisers in 1950, showing 
the total each spent for time and space in five media (general 
magazines and groups, farm magazines, magazine sections and 
network radio and television), as compiled by Leading National 


Advertisers Inc. Also shown is 


the amount spent by each com- 


pany in the same media in 1949, 1948 and 1947. 


1950 1949 1948 1947 
Procter & Gamale Co. ...... ... $27,023,122 $25,097,018 $26,620,335 $27,912,122 
General Foods Corp. ...........-.++ 18,418,478 15,436,650 12,990,741 14,251,648 
General Motors Corp. .. 16,878,218 5,804, 11,803,989 18,020,973 
Lever Bras. Ce. ...ccccesccccccees 13,464,077. 13,318,768 13,373,380 12,580,820 
General Mills Inc. ....... 12,679,385 11,097,605 10,426,179 11,000,270 
Coigate-Palmolive-Peet Co. ............. 12,026,080 11,244,886 10,803,230 15,382,134 
Sterling Drug Inc. ..... 10,692.019 10,605,934 11,316,792 13,098,391 
American Tobacco Co. ........ 9,678,916 8,026,372 5,371,489 6,272,568 
General Electric Co. ..... 2... - ences 9,592,398 7,644,955 11,772,858 7,677,393 
Campbell Soup Co. ......... 9,293,317 9,067,507 8,771,375 7,575,984 
R. J. Reynolds Tobacco Co. ..... 8,880,316 7,968,795 7,704,974 10,439,114 
Miles Laboratories Inc. ...... 8,731,493 7,034,896 6,242, 5,928,645 
Liggett & Myers Tobacco Co. .......... 7 8,763,327 7,600,091 7,488,217 
Ford Motor Co. ..........- 8,243,706 6,001,168 5,478,279 6,389,611 
Swift & Co. cchacenseherneseenete 7,331,163 7,543,144 9,263,977 10,129,604 
American Home Products Corp. ......... 6,898,708 6,116,316 5,820,094 7,667,680 
Gillette Safety Razor Co. ..........-0+- 6,426,344 5,481,731 8,548,375 5,254,293 
National Dairy Products Corp. .......... 6,289,254 4,817,353 4,931,322 5,777,744 
Cerysler Corp. .....cccccceceees 6,277,262 6,456,193 5,492,150 5,666,968 
Phil’) Morris & Co. . 5,875,338 4,851,411 4,073,486 5,343,374 
Pillsbury Mills Inc. ......... «00s 5,634,205 4,878,467 3,156,801 2,367,879 
P. Lorillard & Co. ... 5,586,772 5,077,116 2,521,057 1,896,955 
Distillers Corp.—Seagrams Ltd. ........ 5,492,805 5,574,237 6,018,592 9,139,032 
Bristol-Myers Co. . 2... 6... c eee nw ennne 5,479,945 5,475,338 5,338,393 6,005,653 
Schenley Industries Imc. ...........- 4,933,192 4,653,919 3,831,665 5,960,031 
Quaker Oats Co. .............- 4,746,625 3,683,911 3,547,390 5,098,455 
Phileo Corp. ..........-- 3,954,789 3,324,243 3,859,663 6,096,714 
American Tei. & Tel. Co. ..... asewwie 3,883,183 3,827,711 3,843,634 4,579,816 
Radio Corp. of America ............ 3,723,005 2,686,872 2,462,029 3,161,718 
National Biscuit Co. ........... 3,654,924 4,181,334 2,302,104 2,239,587 
Gaep-Gate Ge. ..0000.> pasces 3,650,950 3,032,335 3,983,123 2,566,634 
Goodyear Tire & Rubber Co. .... 3,586,544 3,196,358 3,872,257 3,836,764 
E. 1. du Pont de Nemours & Co. . 3,278,381 2,230,717 2,730,231 2,526,137 
CD GR cv ccdevseccccccccccosceces 3,194,770 2,074,442 2,244,777 4,144,594 
Johnson & Johmsoar ....... 6.6. scenes 3,023,631 2,833,129 2,853,675 2,590,094 
Westinghouse Electric Corp. ...... 3,020,528 2,887,288 4,042,909 3,180,228 
Nationa’ Distillers Products Corp. . 2,997,479 2,825,443 3,020,881 5,406,832 
“2 7 “pep aseeerneres 2,982,832 3,365,765 3,745,291 4,201,200 
Andrew Jergens Co. 2,949,240 2,625,985 2,407,531 3,154,904 
Nash-Kelvinator Corp. .. 2,653,856 2,625,985 2,877,189 2,354,115 
Manhattan Soap Co. .. 2,646,894 2,305,153 3,404,148 4,138,732 
*William Wrigley Jr. Co. ....... 2,541,493 1,080,519 985,374 838,406 
“irestone Tire & Rubber Co. . 2,532,654 2,108,535 1,606,541 2,122,082 
Texas Co. $Snbdd6 2,484,711 2,487,968 2,660,810 3,066,715 
B. T. Babbitt Inc. ....... a 2,468,155 2,526,604 2,040,751 2,096,414 
International Cellucotton .... 2,433,807 2,497,629 1,863,737 2,131,927 
U. G& Sheed Carp. ......ccscccee- 2,412,999 2,211,671 1,555,054 1,783,674 
Avco Mfg. Corp. ...........45- 2,356,900 1,543,199 1,094,194 1,398.58 
Borden Co. ... 2,306,828 3,026,728 3,219,160 4,687,471 
en eee 2,297,912 2,272,678 1,995,126 3,319,289 
Joseph Schlitz Brewing Co. 2,291,856 1,477,954 1,307,869 933,488 
Scott Paper Co. .........--- 2,282,603 1,518,929 993,003 921,128 
Admiral Corp. ........-..+5> 2,234,122 1,259,861 793,112 886,032 
Prudent.al Insurance Co. ........ ‘ 2,219,647 2,497,629 2,489,891 2,556,791 
Hiram Walker—Gooderham & W. .. 2,185,396 1,710,258 2,423,243 4,440,585 
Doubleday & Co. ... 2... cece eee nnee 2,140,144 1,351,979 1,197,760 1,559,768 
Pabst Brewing Co. ........ 2,116,246 1,737,602 1,287,918 1,475,824 
Clwett, Peabody & Co. .........-..+- 2,044,219 1,670,895 1,757,151 1,489,448 
Armstrong Cork Co. .........-+-- 2,029,843 1,758,415 1,533,499 1,301,846 
Gare GR, nccccccccesss 2,011,631 1,727,763 1,652,561 2,193,571 
Studebaker Corp. ... 1,909,231 2,052,171 1,847,907 1,404,685 
G. ©. Gentridh Ga .....ccccscccsoces 1,872,157 1,949,011 2,150,456 2,212,002 
International Silver Co. ..... eee 1,821,780 2,122,924 2,383,585 2,018,173 
z*Pond’s Extract Co. ......... 1,815,572 1,757,549 1,755,086 1,627,754 
Eastman Kodak Co. .... 1,803,205 1,924,840 1,830,326 1,524,091 
Biock Drug Co. ........ 1,793,941 1,232,924 463,969 706,835 
California Packing Corp 1,776,509 1,571,652 1,560,210 1,545,364 
Gulf Oi! Corp. ........ . 1,770,663 1,230,906 986.424 1,104,851 
Corn Products Refining Co. .......... 1,741,520 1,571,618 1,315,752 1,820,767 
Electric Auto-Lite Co. .... 1,741,053 1,570,324 904,413 1,308,310 
OO. 2 BRR GR ccccscccccccccscccsess 1,711,787 1,838,071 1,864,454 2,252,448 
International Harvester Co. ...........+- 1,695,067 1,975,848 1,992,681 2,300,822 
Radio-Keith-Orpheum Corp. ............. 1,684,144 1,434,117 1,992,635 2,703,753 
Wildroot Co. ..........- 1,670,648 1,275,603 1,227,913 1,616,279 
Socony-Vacuum 0.1 Co. 1,652,425 1,627,290 1,164, 2,018,303 
Cudahy Packing Co. 1,649,604 1,625,938 1,830,692 2,107,448 
*Motorola Inc. ........ ands dcheuewen 1,608,919 640.966 555,164 258,078 
*George A. Hormel & Co. .......... 1,606,003 1,044,632 639,983 701,632 
Chesebrough Mfy. Co. ............ 1,580,236 1,795,347 1,527,802 1,403, 
Cannon Mills Co. ........ 1,563,075 1,496,150 1,330,080 1,105,244 
Libby, McNeill & Libby ..... 1,531,938 2,526,604 3,020,081 3,230,977 
Metropolitan Life I 1,521,709 1,603,833 1,546,679 1,545,210 
S. C. Johnson & Son ...........-- 1,503,609 1,307,083 1,662,877 1,845,071 
Ronson Art Metal Works Inc. 1,491,270 1,638,235 1,025,555 740,5) 
Lehn & Fink Products Corp. .... 1,459,907 1,406,137 1,426,930 1,631, 
Great Atlantic & Pacific Tea Co. ........ 1,453,785 1,354,043 1,460,881 1,231,328 
Wm. R. Warner & Co. .... 2... 6-6 sees 1,447,591 1,273,721 1,216,832 1,909,119 
Jons-Manwille Corp. .... 6.6.6 nse nnnee 1,426,130 1,337,497 955,398 969, 
Best Foods Inc. ... 2... e cence cc eccees 1,379,157 1,045,807 1,425,336 1,517,132 
Goid Seal Co. -senhenuee - 1,377,454 1,626,479 843,238 
Brown & Williamson Tobacco Corp. ...... 1,370,689 1,291,721 1,308,207 2,512,969 
*American Meat Institute ............-- 1,370,049 1,185,332 1,448,646 1,681,1 
Champ.on Spark Piug Co. ............ > 1,364,760 1,376,034 1,279,351 1,352,663 
*American Federation of Labor .......... 1,346,774 — — 336,135 
Assn. of American Railroads ............ 1,338,474 1,477,711 934,703 753,832 
ee 1,314,639 1,579,935 360,311 1,777,896 
OSevat-Up Ca. ......-cncccrscecsceees 1,304,222 916,478 833,330 1,719,092 
*Electric Companies ...........---0005 1,296,555 1,159,078 1,187,401 1,106,884 
*Norwich Pharmacal Co. ...........+++- 1,289,984 1,164,295 865,806 1,039,379 
Cyanide LOE. ...cccrccecesenee onion 1,277,913 1,221,123 1,112,358 802.6 
“Advertiser was not in the 1949 list of top advertisers. gExpenditures for Pond’s products were 
included in listing for Lamont, Corliss & Co. prior to 1950. 


P&G 1950 Budget 
Hit $27,023,122, 
Led All Others 


(Continued from Page 1) 
spender in 1950 for network TV, 
with an expenditure of $1,057,913. 

The ever-jockeying cigaret man- 
ufacturers changed places again 
last year, with American Tobacco, 
tenth in 1949, moving up to eighth 
with an expenditure of $9,678,916, 
while Liggett & Myers slipped 
from ninth to 13th, spending $8,- 
340,796, and R. J. Reynolds re- 
mained in the 11th spot with $8,- 
880,316. All of the “Big Three” cig- 


aret makers, plus P. Lorillard & 
Co., were among the top ten in net- 
work TV expenditures. 
| 
| The top ten advertisers in each 
of the five media last year ranked 
as follows: 


GENERAL MAGAZINES 
| General Motors Corp. 
| General Electric Co _— 

General Foods Corp. . 6,819,781 

Distillers Corp.—Seagrams 
| Ford Motor Co. = wil 
| Procter & Gamble Co. we ©=4,574,834 


| Chrysler Corp. ........... 3,988 ,064 
American Tobacco Co. 3,883,237 
| Schenley Industries Inc. : 3,847,952 | 
Colgate-Palmolive-Peet Co. 3,482,934 
FARM MAGAZINES 
| General Motors Corp. $ 1,711,447 
General Foods Corp. .. 1,367,252 


International Harvester Co. 
General Electric Co. 

Ford Motor Co. ....... 
| Chrysler Corp. ~ 


Antal 


518,080 
487 


100 Leading Magazine and Broadcast Advertisers 


Based on the Compilation of Leading National Advertisers Inc. for Magazine Advertising Bureau 


(These figures are based on measurement of 85 gen- 
eral magazines, six farm magazines, four radio net- 
works, four television networks, and First 3 Mar- 
kets Group, New York Herald Tribune edition of 


This Week, New York Sunday Mirror Magazine, 
New York Times Magazine and Puck-the Comic 
Weekly, in addition to the American Weekly, Parade 
and This Week Magazine.) 


| Total Magazines | Magazine Network Nel work 
Y — es — — 
compen ames —— a | Sections Radio Televison 
Procter & Gamble Co. $27,023,122 | $ 4,574,834 $ 323,675 4.898 50S $3,196,409 | $18,357,909 $ 570,295 
General Foods Corp 18.418 6.619.781 1,367,252 7,987,033 1,796,623 7/506 216 1,128,606 
General Motors Corp 16,878 218 11,700,755 1.711.447 13,412,202 1,741,804 660 888 1,063,324 
Lever Brothers 13,464,077 2,434,870 152.500 2,587,370 3.399.793 6,826,149 656 765 
General Mills, Inc 12,679,385 1,825,605 336,285 2,161,890 2.175.890 7,820,752 $20,853 
Coigate-Paimolive-Peet Co 2.026 3.482.934 144/900 3.627.834 3,024,814 3,925,758 847.074 
Sterling Drug, | 10,692,019 1,633 114,850 1.748 1,273,781 7.591.040 78,390 
American Tobacco Co 9.678.916 3,883,237 3,883,237 752.175 4.091, 789 951.715 
General Electric Co 9.592.398 7,822,567 630,633 8,453,200 615 39 650 694.933 
Campbell Soup Co. 9.293.317 3,324,478 3,324,478 67,020 5,733,819 168, 00¢ 
Reynolds, R. J., Tobacco Co 880 316 2318241 338,800 2.657.041 708.800 3,872,050 1,642,425 
Miles Labs. Inc 8,731,493 408,502 20,764 az 148, 361 7,892,701 261,165 
Liggett & Myers Tobacco Co. 340 79% 1,930,818 43,025 1,973,843 75,250 5.217.562 1,074.14) 
Ford Motor Co 8,243,706 4,790,927 518,080 007 184,900 712.742 2,037,057 
| Swift & Co. 7.331.163 3,235,772 199 994 3,435,766 878.799 2,959,653 50.945 
American Home Products Corp 6 898.708 1,182,019 135,022 1,317,041 348,213 5,150,884 82,570 
Gillette Safety Razor Co 6 426,344 Luz 84 1,197,103 360,307 3.982.570 RAG Soa 
National Dairy Products Corp 6,289,254 2.160.733 2/160,7 1,284,137 1,487,732 1,356,652 
Chrysier Corp 6,277,262 3 968 064 487,053 4,475,117 401,705 904 908 495.532 
Morris, Philip, & Co., Lid., Inc 5,875,338 291,780 291,780 417,125 4,629,105 537,328 
Pillsbury Mills, Inc. 5,634,205 Cod 121,175 1,979,239 941,225 2,614,841 98,900 
Loritiard, P.. & Co 5,586,772 581,607 1,581,607 601,650 1,945,390 1,458,125 
Distillers Corp. —Seagrams, Ltd 5.492.805 434/597 5.434.597 5,363 52.845 
Bristol-Myers Co 5.479.945 869.622 237,458 3,107,080 217,880 1,620,110 534.875 
Schenley Industries, Inc 4.933,192 847.952 3,847,952 238,352 5% 934 249-954 
Quaker Oats Co. 4.746.625 861,870 257,775 1,119,645 738 848 2.537.949 350,183 
Prilco Corp 3,954,789 899.818 ag 948.418 376,677 1,618,266 1,011,428 
American Telephone & Telegraph Co 3,883,183 2,779,805 251,532 3,031,337 380 851 466 
Rado of Amer: 3,723,005 522,69) 1,522,691 382,007 906,155 912,152 
National Biscuit Co. 3.654.924 143,467 81,359 1,224 826 334/651 2,095,447 
Coca- 3.650.950 7,295 8,200 1,815,495 69,505 1,738,042 
Goodyear Tire & Rubber 3 586 544 572,372 374,800 2.947.172 43,500 245 624 
Du Pont de Nemours, E. 1. & Co. Inc 3,278,381 245 180,632 2.426 588 142.632 709,16) 
Kellogg Co 3,194,770 813,436 163,352 1,976,788 288 94 438,363 
Johnson 023.631 687.036 171,343 2,858,379 145.252 
inghouse Electric Corp. 528 863,397 124/150 1.987.547 206, lo 152,895 
Rational Distillers Products Corp 997,479 997,293 2,997,293 186 
Armour & Co 982.832 505,223 16,707 1,521,930 405,480 904,417 
Jergens, Andrew, Co. 240 086,54 800 1,783,343 485.789 680,108 
Wash-Kelvinator Corp. 653,856 "938,806 109,000 2,047, 42,590 
tan 894 443,017 443,017 437,864 1,462,818 
Wrigley, William, Jr. Co 541.493 198 361 198,36) 2,248.1 
Firestone Tire & Co 532.654 1,253, 159,050 1,412,499 792, 
Texas Co 711 1,369,015 245, 1,614,065 293,771 
Babbitt, 8 Inc 155 10 10 151,682 2,306,473 
International Cellucotton Products Co 433,807 1,791,913 1,791,913 641,894 
u 412,999 860, 2 99,193 9594 16,500 1,437,085 
Avco Manufacturing Corp 2,356,900 1,488 065 292.746 1,780,811 24 
Co., The 306,828 1,808,333 1.808.333 343,126 110,129 
L Co., 297912 2.022.701 45,900 2,068,601 229/311 
Schlitz, Joseph, Brewing Co 291.856 1,361 1,361,252 701,367 
Scott Paper Co. 2. 282,603 1.791.458 1,791,458 491,145 
Admiral Corp 234,122 984 859 38 800 1.023.659 416,583 34,347 
Prudential insurance Co. of America 219,647 637.935 22,400 660.335 1,479,862 
Walker, Hiram, - & Worts, Ltd 185.3% 839 2,184,839 557 
Doubleday & Co.. Inc 140,144 759,092 759,092 974,284 261.685 
Pabst Brewing Co 116,246 5 995 745,995 885.765 
Cluett, Peabody & Co. Inc 219 2,044,219 2,044,219 
Cork Co. 843 1,269,297 53,400 1.322.697 458.416 
Carnation Co 011,631 241,557 52,458 294,015 207,890 1,434,0% 
St er 1,909,231 1,416,566 421,725 1,838,291 70,940 
Goodrich B. F. Co 1,872,157 1,281,552 1,34 1,532 
International Silver Co 821 1,593,490 112,730 1,706,220 
Pond’s Extract Co 1,815,572 1/243,782 1,243,782 571,790 
Eastman Kodak 3 1,803 3 
Co., Inc 1,793,941 $92,473 22,950 615.423 $19,203 541,265 
California Packing Corp 1,776,509 1,704,281 1,704 281 6.570 65 658 
1,770,663 341.348 49,475 390,823 1,014,260 
Products Refining Co. 1,741,520 912,264 73,007 985 271 756,249 
Electric Auto-Lite Co. 1,741,053 750 124/025 572.775 000 837,612 
int, H. J., Co 1.711.787 712,799 712 $1,810 947.178 
International Harvester Co 1,695 067 23 462 693,014 1,216,476 478.591 
Radio-Keith-Orpheum 1,684 144 1,477,204 9,000 ; 197,940 
Wildroot Co., Inc 1,670,648 131,621 1,466,827 
Socony-Vacuum Oli Co. Inc. 1.652 425 1,477,250 175,175 1,652,425 
Cudahy Packing Co., The 1 649.604 860,138 10 000 870 161,350 618,116 
Motorola, Inc 1,608,919 549 80,000 066 020 
Hormel, George A. & Co 1,606,003 532 316 19,000 551.316 275,592 779,095 
Manufacturing Co 1,580,236 439 4x9 887 994 
Cannon Mills Co. 1;563,075 1,335,592 123,450 1,459,042 104,033 
Libby, McNeill & Libby 1,531,938 70,9 970,924 208.190 283,449 
Metropolitan Life Insurance Co 1,521,709 1,091,815 1,091,815 429 894 
Johnson, S. C., Son, Inc 1,503 6 18,000 794,562 255,475 371,322 
Ronson Art Metal Works, Inc ‘491,270 9 970 16,500 906,075 
Lehn & Fink Products Corp. 459.907 1,071,838 120,500 1,192,338 26/569 
Great Atlantic & Pacific Tea Co. of America 53,785 1,257,385 37,900 1 s 158 500 
larner, Wm. R., & Co. 447 591 797,814 3,303 901.117 17,850 628.624 
Johas-Manville Corp 426,130 149,257 300 187.557 1,238,573 
Best Foods, Inc 379,157 564,124 124 703,013 
Gold Seal Co 377,454 52 52,600 1,324,854 
Brown & Wiiliamson Tobacco Corp 1,370,689 67, 67 245,123 1,057,626 
American Meat Instit 1,370,049 1,370,049 1,370 049 : 
Champion Spark Plug Co. 4 THO 841, 257,300 900 265 860 ‘ 
American Federation of Labor 346,774 1,346,774 ° 
Association of American Railroads ‘338 474 411,670 63,000 474,670 863 804 
Pepsi- 314,639 98.525 928 164 287,950 
Seven- 304/222 1,039,447 62,300 1,101,747 202.475 
Electric Cos. Advertising Program 296.555 440.0) 91,300 531,330 765.225 
Norwich Co 289 9R4 294 588 "047 371,635 72,075 846,274 
Oneida, Ltd 277.913 1,277,913 1,277,913 
Compiled & Published by Leading National Advertisers, Inc. 
Goodyear Tire & Rubber Co 374,800 | Sterling Drug Inc 7,591,040 West Bend, Wis eather goods 
R. J. Reynolds Tobacco Co 338,800 General Foods Corp. 7,506,216 manufacturer has a obncted 
Genera! Mills Inc 336,285 Lever Bros. Co 6,826,149 dent of th H 
MAGAZINE SECTIONS Campbell Soup Co 8,733,819 | President of the company. te suc 
2 ne Liggett & Myers Tobacco Co 5.217.562|ceeds the late O. P. Klein. Lee 
Colgate-Palmolive-Peet Co $ 3,624,814 
Lever Bros. Co. 3.399.793 | American Home Products Corp... 5,150,884 B. Miller has been named vice- 
Procter & Gamble Co. 3,196,409 Philip Morris & Co. 4,629,105 | president in charge of sales. 
General Mills Inc 2,175,890 NETWORK TELEVISION 
a 1 ee, Ford Motor Co. . $ 2.031.057 | Paravox Names Lang Agency 
General Motors Corp 1,741,804 R. J. Re 
b ynolds Tobacco Co. 1,642,425 
National Dairy Products Corp 1,284,137 Lorillard & Co. 1.458.125 Paravox Inc., Cleveland manu- 
ou 7) ~gh aie ye, National Dairy Products Corp. . 1,356,652 facturer of hearing aids, has ap- 
Pillsbury ‘Mills Inc 941.225 | General Foods Corp 1,128,606 | pointed Lang, Fisher & Stashower, 
Liggett & Myers Tobacco Co. 1074,141| Cleveland, to handle its account, 
NETWORK RADIO General Motors Corp 1,063,324 | recently resigned by Mubbell Ad- 
Procter & Gamble Co. $18,357,908 Anchor Hocking Glass Corp 1,057,913 t A Th l 
Miles Laboratories Inc 7,892,701 Philco Corp. 1.011.428 | Vertising Agency. The agency also 
General Mills Inc. 7,820,752 American Tobacco Co 951.715| Will take over the house organ. 


New York, Feb. 21—Bertley, 
Singer & Stonehill Inc., agency lo- 
cated at 5 Columbus Circle, has 
filed an assignment in county 
court, for the benefit of creditors, 
to Theodore M. Rogers, 271 Madi- 
son Ave. 


Schedules of assets and liabilities 


have not been filed yet but a prin- 
| cipal of the agency estimates that 
| both will be between $8,000 and 
| $9,000, and that the main creditors 
693,014 | will be local newspapers. 
630,633, All of the agency’s accounts—of 


which there were some 25, in var- 


421725! ious consumer fields—-have been 


Bertley, Singer & Stonehill Shuts Doors 


transferred to other agencies. 
Bertley, Singer & Stonehill was 
formed in 1948. Robert G. Bertley, 
Harold F. MacCarthy and A. Ira 
Blumenthal are listed as president, 


| vice-president and secretary-treas- 


urer, respectively. Last year the 
agency, which had credit recogni- 
tion from Associated Business 
Publications and Agricultural Pub- 
lishers’ Assn., billed between $100,- 
000 and $120,000. 


Bauman Heads Enger-Kress 


Howard A. Bauman, a vice- 
president of Enger-Kress Co., 


Newspapers will be used with copy 
featuring Paravox’s new Top Twin 
Tone hearing aid. 


McQuillan to Pedlar & Ryan 


Alfred W. McQuillan has been 
appointed to head all research 
activities of Pedlar & Ryan, New 
York. He was formerly director of 
postwar planning for Sylvania 
Electric Products and director 
of market research of Paramount 
Pictures Inc. 


| Gage Advances Perrottet 


Louis J. Perrottet, district sales 
manager of Electrical Manufac- 
turing, published by Gage Pub- 
lishing Co., New York, has been 
named business manager of the 
publication. 


——— 
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~. 60 Na Advertising Age, February 26, 1951 
Borg-Warner Promotes Straub » Videodex Ratings of All TV Network Shows no. ot Homes S000 omitted) 


M. A. Straub, formerly assis- ‘ 
’ . — Program Cities Rank % Rank No. 
; tant sales manager in charge of Copyright by Jay & Graham Research _ ’ 
? sales promotion and advertising ; Madison Se. G. Events (Dull., Sat.) i 8G .o 24 
pe ds ; _— Based on Videodex report for Jan. 3-9. Represents Saturday News (CBS) ss achatiaietoih ee (97)* 111 (144) 273.2 
: activities of the Norge heat divi- tabulati { get : Ted Mack's Family Hr. (ABC, Sun) i (127) 79 (145) 271.5 
ion of Borg-Warner Corp., Chi- abulations of 9,200 diaries from TV homes in all Sure As Fate (CBS, Tu.) ........... 12 (146) 58 (146) 259.3 
cago, has been appointed sales 63 TV markets. Rankings supplied by Advertising Age. At Home Show (CBS, Mon.) ..30 (162) 3.6 (147) 256.6 
manager of the division Club Roma (NBC, Sat.) ......... 16 = (S1)* 5.4 © (148) 253.5 
. / &, of TV Ne. of TV iemes a King, Detec. (DuM., Fri.) . (99) 10.7 (149)* 249.2 
7o i = 
Heeger Premetes Asmeien No. of Homes (000 omitted) ky (necie 1 Ser certahaet oe igs) 35 isi) 3a 
ge ee r ig rogram Cities Rank % Rank No. resting (Dell. Sm) -. ee _ anes 62 asz) aA 
*. E. Armstrong, director of| Texaco Star Theater (NBC, Tu.) ............... 60 a) 57. mm Ge Warts (NEG, Sum)... -------eeeree S (Gz) 6. cc : 
dairy merchandising of Kroger | Comedy Wow (NOC, Sun) .....00.0000000000157 ‘, Bs D4 3520-9 | American Forum of Air (NBC, Sun.) ll 60) 44 (154) 199.6 
sme Co.” Cincinnath, sinte 1941, tas} Vow Show of Shows (MOC, Sotj oo. ooo 66200: 56 (5) 38.3 (3) vy Tj}- 9 2. 2 Soe a | = be $9 = 55) 122.8 
; Co., Cineia , si + has} phiteo TV Playhouse (NBC. Sun.) venaneae p14 74 a 33531 | Betty Crocker (CBS) 19) 72) 3.0 (156) 187.4 
een — director of grocery] Godfrey & Friends (CBS, Wed.) ......... 50 (6) 36.9 (5) 3329.1 — — = - i (142)* 6.2 (157) 182.1 
merchandising for the entire com-| Fireside Theater (NBC, Tu.) ...... 27 (4) 40. (065.4 | Poller Derby (ABC, Tu.) 5 (158) 46 = (158) 178.8 
i". Panet Boxing Geute (688. Wed)... —— a. oo = 365-4) Lucky Pup (CBS, Sat)... (4 (28) 7.7 (159) 176.4 
; You Bet Your Life (NBC, Th.) ................ 60 = (6) 30.4 (8) Sate) ee ee ee ee >. = 3s = as 
Ken Murray (CBS, Sat.) ..... Neiks 1.47 (3) 32.9 "917. S Platters Sua.) (166) * : (161) : 
Jacob Schmidt Appoints R&R | Kraft TV Theater (NBC, Wed.) 00 eer) Gams T) 328 (10) 2'g80.3 | O'¢ Fashioned Revival (ABC, Sun 4 Gm 24 = (62) 155.3 
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Sperti Products 
Reorganizes Its 


Diverse Interests 


New York, Feb. 21—Reorganiza- 
tion of the far-flung interests of 
Sperti Products Inc., a large part 
of whose profits go into cancer 
research, was announced here to-| 
day by William H. Albers, board 
chairman. | 

George P. Converse, former 
president of Gasparcolor Inc. and| 
Aero Radio Corp., has been ap-| 
pointed president of Sperti Prod-| 
ucts, and Hudson Budd, merchan- | 
dising director of Tracy, Kent &| 
Co., New York agency, has been| 
named executive assistant to the 
president and vice-president. 

Mr. Albers, former president of 
Kroger Stores and now president 


of Albers Super Markets Inc.,/— 


which operates largely in the Mid- 
west, is generally recognized as 
one of the creators of the modern 
supermarket. 

Among the interests being incor- 
porated into the new organiza- 
tional setup of Sperti Products, Mr. 
Albers said, are Shock-Gusmer, 
Eagle Stove & Foundry Co., Sperti 
Faraday Co., Sperti Citrus, and the 
Sperti yeast and drugs divisions. 


se Financial and sales headquarters 
will be centralized in New York. 
Production units will be continued 
in Adrian, Mich., Beaufort, N. C., 


Cincinnati, New Orleans, Pitts- 
burgh, St. Leuis, Hoboken and 
‘jew York. 


Sperti Products will turn over 
a large part of its profits to the 
Institutum Divi Thomae, Cincin- 
nati, operated by Dr. George Sperti 
and associates. 

Mr. Converse, who reportedly 
has lost many members of his fam- 
ily by cancer, is a grandson of E. 
C. Converse, original Morgan part- 
ner and one of the founders of 
U.S. Steel Corp. He operates a 
230-acre stock farm in Newtown, 
Conn., is an authority on Angus 
cattle, and pioneered in radio as 
president of Aero Radio Corp. 

Mr. Budd, who has resigned his 
agency position to join Sperti 
Products, has been active in ad- 
vertising and merchandising for a 
number of years. Both he and Mr. 
Converse have been elected direc- 
tors of Sperti in the new organiza- 
tional setup. 


Patricia Stevens to Art-Copy 


Patricia Stevens Model Finish- 
ing School, Philadelphia, has 
named Art-Copy Advertising 
Agency, Newark, N. J., to direct 
its advertising and sales promo- 
tion. Radio, television, newspapers 
and direct mail will be used. 


Appoints Frank Klas 

Rosenthal & Smythe Inc., New 
York, publisher of Lamp Journal 
and Antique Dealer, has appointed 
Frank Klas Jr. managing editor 
of both publications. 


Warner Agency Moves 
Warner & Associates, St. Louis 

agency, has moved to new offices 

in the recently completed Brown 

a. at Meramac and Carondelet 
ves. 


APPRECIATION—In recognition of the port played by a series of articles in the 


los Angeles Herald & Express in spurring 


@ blood donor drive, the National Red 


Cross awards certificates of appreciation to those responsible: Bill Kennedy, Herald 
& Express reporter who wrote the series; Clarence S. Beesemyer, General Petroleum 


Corp., chairman of the Red Cross Los Angeles chapter, who 


ded the certificates; 


John B. T. Campbell, managing editor; David W. Hearst, publisher. 


Employment Service Asks Dailies 
to Handle Classified Ads Carefully 


New York, Feb. 20—American 
Newspaper Publishers Assn. has 
released a letter from Robert C. 
Goodwin, director of U. S. Em- 
ployment Service Department of 
Labor, requesting the help of news- 
papers in handling classified ad- 
vertising so that it will not become 
disruptive to the labor market in 
the present mobilization effort. 

The ANPA notes that Mr. Good- 
win’s request is similar to the re- 
quest made by the War Manpower 
Commission in 1944 when Paul V. | 
McNutt, chairman, asked similar) 
cooperation from newspapers. 


s Mr. Goodwin enumerates four} 
things “necessary to assure that 
maximum utilization of the na- 
tion’s manpower is achieved,” and 
recommends that: 

“1. Newspapers encourage and 
facilitate, through advertising, the 
recruitment of critically needed 
workers for essential industries. 
This would include such actions 
as: 

“(a.) Providing adequate adver- 
tising space to the civilian man- 
power needs of military establish- 
ments, defense agencies, and em- 
ployers engaged in essential pro- 
duction. 

“(b.) Encouraging employers to 
indicate in advertisements that the 
services of older workers, handi- 
capped workers, women, parttime 
workers and youths, consistent 
with legal requirements, can be 
used. 

“(c.) Encouraging the employ- 
ment of persons on the basis of 
occupational qualifications by pro- 
moting the use of advertising copy 
which states hiring specifications 
exclusively in terms of job re- 
quirements. 


s “2. Employment service person- 
nel and local classified advertising 
managers discuss the types of ad- 


vertising which are detrimental to 
the defense production effort and | 
consider action necessary with re- 
spect to advertisements in these 
categories. Examples of these are 


| Broadcast 


advertisements which: 

“(a.) Are from less essential em- 
plovers designed to draw workers 
with critically short skills from 
employment in essential industry. 

“(b.) Contain inducements such 
as excessive wage rates, bonuses, 
special privileges, etc., when the 
publication of these items will dis- 
rupt the labor market. 

“3. Employment service person- 
nel and local classified advertising 
managers discuss the circum- 
stances under which out-of-area 
advertisements for workers should 
be accepted. 

“4. Newspapers clear with the 
local employment service office 
any advertisement which directs 
applicants to report to the local 
employment service office for in- 
terview. 


es “Newspaper advertising,” Mr 
Goodwin says in his letter, “can be 
a valuable aid in furthering the 
orderly recruitment of workers for 
essential production. Classified ad- 
vertising is a powerful means of 
recruiting workers and can provide 
real help in encouraging transfers 
from less essential to more essen- 
tial employment and when proper- 
ly used can assist in preventing 
disruptive turnover of workers 
employed in essential industries. 
“Therefore the voluntary co- 
operation of newspaper publishers 
in the elimination of advertising 
which impedes the mobilization of 
manpower for essential industries 
is of the utmost importance and 
may make unnecessary any further 
restrictions on the placement of 
advertising by employers.” 


Names Russell and Culos 


Norman H. Russell has been 
named Toronto sales manager of 
International Surveys Ltd. He was 
formerly a publishers’ represen- 
tative with W. H. Austin & Co., 
Toronto, and last year was co- 
ordinator of the 1950 Bureau of 
Measurement survey. 
Peter R. Culos has been appoint- 
ed client service manager of In- 


iternational Surveys. 


of « series of people YOU 
have on Your Mailing List. 


wre e REPLY-O 


PRODUCTS COMPANY 


180 WEST 22nd ST., NEW YORK 11 
: Sales Offices 
BOSTON — — CHICAGO — 
DETROIT — TORONTO 


Los ANGELES, Feb. 20—A num- 
ber of fairly recent “A” 
pictures will be telecast on Sta- 
tion KLAC-TV here by Hoffman 


exclusive TV rights to use the 


Kansas City. 


1946 to 1948 (and some of which 
are still being shown in thea- 
ters), were produced by independ- 
ent film companies. Total original 
cost of the first 13 movies to be 
shown was $18,000,000. Stars fea- 
tured in them include Gregory 
Peck, Jane Powell, Joan Bennett, 
Robert Preston, Dorothy Lamour, 
and Edgar Bergen and Charlie 
McCarthy. 


@ The independents were not sign- 
ers of the “Petrillo agreement” on 
televising of pictures and so are 
not bound by it. 

No further use of the pictures in 


motion | 


Radio Corp., which has obtained | 
films in 16 markets as far east as! 


The pictures, all released from | 
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Hoffman Gets Western TV Rights to Series 
of ‘A’ Movies; Telecasts to Start March 3 


markets other than Los Angeles 
is contemplated until public reac- 
tion to these recent movies is def- 
initely determined. KLAC-TV will 
show the films (each 60 to 90 min- 
utes long) on Saturday nights at 
8:30, beginning March 3. 
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IT’S EASY, 
WHEN YOU 
KNOW HOW! 


COST PER 


BULOVA WRIST WATCHES WITH 
SPEIDEL BANDS, at $37.95 each 


TOTAL ORDERS... . 1... se eee 
TOTAL SALES 
TOTAL COST OF STATION TIME . $145.00 


ORDER .... $.247 


that speaks for itself! 


SHREVEPORT 
50,000 Watts e CBS 


Here's spectacular proof that KWKH Know-How 
pays off in our rich tri-State area — a case history 


Early in October, 1950, Freund’s Jewelry Store 
of St. Louis, bought time on KWKH through their 
agency, Westheimer and Block, to sell men’s and 
women’s wrist watches. Here was the offer: 

A BULOVA WRIST WATCH AND SPEIDEL BAND . 
A DOLLAR A WEEK FOR 38 WEEKS! 

KWEH plugged this offer with five-minute spots 
for five successive weekdays — Monday, October 9 
through Friday, October 13 — from 7:45 to 7:50 
a.m. Three weeks later the amazing results above 
were tabulated. Over $22,000 of orders at a total 
sales cost of less than 7/10 of 1%! 

If you go for this kind of result story, let The 
Branham Company give you all the KWKH facts! 


KW KH 
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Food Brokers, Canners See Good 
Year Despite Curbs, Heavy Demands 


(Continued from Page 1) 

tion in relation to the canning and 
distributive industry. Speaking at 
a special emergency procurement 
session, he stated that the Depart- 
ment of Agriculture is convinced 
that armed service needs can be 
met, and that supplying them to 
the Quartermaster Corps will not 
strain the country’s regular dis- 
tributive system. 

Michael V. DiSalle, director of 
price stabilization, told the more 
than 400 members of the Canners 
Assn. that one of the most crucial 
elements in the stabilization pro-| 
gram is control of food prices. 
» Because the average consumer is | 
perhaps more sensitive to changes 
in food prices, and since food prices 
figure so prominently in the stabi- | 
lization program, he said, “you in | 
the food distributing industry can 
expect to be living in a goldfish | 
bow! for the duration.” | 


He suggested that since the food 
brokers are in a position of contact 
with manufacturers and processors 
and distributors, their biggest con- 
tribution to the program can be in 
facilitating the flow of information 
to all channels. 


@ Following a discussion of the 
mark-up regulations which will be 
issued in the near future to cover 
food wholesalers and retailers, Mr. 
Phelps mentioned the regulations 
that are being prepared for manu- 
facturers and processors. 

It is our hope, he said, that the 


| mark-up regulations “will produce 


earnings to provide appropriate 
flexibility and a reasonable basis 
for necessary expansion of distri- 
bution and merchandising facili- 
ties.” 

Mr. Phelps reviewed for the 
food brokers the three stages of 
the stabilization program. The first 
was the voluntary control ap- 


® Mr. DiSalle said it is the objec-| proach. The general price freeze 
tive of his agency to “level off| initiated stage two, and this, he 
prices by mid-summer at a point! said, is being adjusted and refined 
somewhat higher than the present so as to arrive at the third phase, a 
levels and to hold the line there| plateau of price-wage stabilization 
for as long as possible. This will! somewhat higher than the present 


require some absorption of cost | level. 


increases all along the line,” he} 
said. “It will require stabilizing) s Set-asides, according to an 
prices on agricultural commodities| NFBA processed foods committee 


eee 


at parity or a nearby level that| 
will gain maximum production.” 

On Sunday, Edward F. Phelps 
Jr., assistant director of the Office 
of Price Stabilization, outlined to 
members of the National Food 
Brokers Assn. how they could aid 
the development of the price stabi- 
lization program. 


report, could mean that the gov- 
ernment would absorb approxi- 
mately 20% of the food pack, based 
on 1950 production. To offset the 
inroads made by such set-asides, 
the committee made the following 
recommendations to food brokers: 

1. Prevail upon processors to so 
increase 1951 production that there 


best advertisement!) 


Let our idea men work up a unique 
display for your product. 


IMPERIAL ILLUMINATED 
CASH REGISTER OR BACK-BAR 
DISPLAY 


Message band revolves behind trans- 
lucent illuminated cylinder . . . motion 
without o motor. Size: 84." x 9%”. 


of Gordon's Gin. 


\wy 
~ 3-DIMENSIONAL 


POINT-OF-PURCHASE DISPLAYS 


GOODMAN 3-DIMENSIONAL PLASTIC DISPLAYS 


are being used by many of the nation's leading 
merchandisers. (The quality of our clients is our 


GORDON’S GIANT REPLICA BOTTLE — Fuil-round plastic replica bottle 


Ideal for window and counter displays. 
reproduced in ovr own plant. Size: 25” x 10”. 


Write — now — for our FREE illustrated brochure. 


SURE-FIRE “SPACE STEALERS" 


me 


Ten-color label 


L.A. Goodman 


_MANUFACTURING COMPANY 


145 WEST 63RD 


CONTAINED OPERATION FROM DESIGNING TH 
RINTIN AN F TURIN A 


STREET + CHICAGO 21, ILLINOIS 


MAN a VG A NDER NE 


| will be as much food for civilian 


consumption, despite set-asides, as 
there was last year. 

2. Distribute properly and hon- 
estly such allocations as are made 
by the processor. 

3. Continue diligent merchan- 
dising so as to maintain market 
position. 

4. Cooperate with all duly-con- 
stituted authorities in the fulfill- 
ment of price regulations. 

5. Discourage consumer hoard- 
ing, which is not justified. 


e A tremendous growth in drug 
product sales through grocery 
channels was predicted by Watson 
Rogers, president of the National 
Food Brokers Assn., who said that 
such sales offer a potential volume 
that dwarfs the present volume of 
many so-called food lines. 

He revealed that NFBA was pre- 
paring a campaign designed to 
show drug manufacturers the val- 
ue of using food brokers to obtain 
sales coverage in grocery outlets. 

While calling on the brokers to 
do an outstanding sales job for new 
products in grocery channels, at 
the same time he warned them to 
be sure they were qualified to do 
the job before accepting such ac- 
counts. 

“Unless you plan to do the 
proper job,” he added, “please stay 
out of this type of business.” 


@ One drug manufacturer that 
formally announced its entry into 
the grocery field at the convention 
was Lucky Tiger Mfg. Co. of Kan- 
sas City, leading hair tonic manu- 
facturer. 

To tie in with its entry into gro- 
cery channels, Lucky Tiger will 
conduct the largest advertising 
campaign in its history. Color ads 
in 42 magazines have been sched- 
uled, while a nationwide newspa- 
per campaign, including quarter- 
page color ads in Sunday magazine 
sections, also will be conducted. 
Television spots currently running 
in major markets will be con- 
tinued. 

Lucky Tiger’s own sales force 
will continue to handle sales in the 
drug and barber fields, but all sales 
to grocery, variety, syndicate and 
department stores will be handled 
exclusively by food brokers. 


@ Paas Dye Co., Newark, N. J., 
manufacturer of colored dyes for 
Easter eggs, revealed plans for its 
pre-Easter promotion. Principal 
feature of the drive will be the 
plugging of Paas dyes on the 
“Homemaker’s Exchange” televi- 
sion program over the CBS net- 
work during the two weeks pre- 
ceding Easter. 

In addition, Paas has scheduled 
ads in American Family Magazine, 
Everywoman’s, Family Circle, Life, 
Look, New England Living, The 
Saturday Evening Post, Western 
Family and Woman’s Day. 

P. B. Townley, president of Paas, 
told the assembled brokers that the 
entire year’s production of 25¢ and 
39¢ Easter egg decorating kits has 
long since been sold, and that the 
1951 supply of the 15¢ package— 
which has become the company’s 
best seller—also was sold out sev- 
eral weeks ago. 

The company now is filling or- 


| ders for Easter, 1952, and always 


maintains a 14-month gap between 
the time it completes production 


j}and the time the dyes are sched- 


uled to be sold. 


s American Pop Corn Co., Sioux 
City, Ia., amnounced at the con- 
vention that home popping of corn 
no longer is strictly a “winter 
sport.” Based on a study of sales 
records and results of several sur- 
veys, the company reported that 
people are popping more corn at 
home every month of the year. 
“One of the biggest reasons for 
this increase is the popularity of 
home television,” H. C. Smith, 


|president of the company, said. 
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| rete Many Banks Signing 
| * |March of Time TV 


| New York, Feb. 20—Pedlar & 
Ryan, which is acting as a sales 
‘agent for the new March of Time 
TV package, “March of Time 
Through the Years,” expects to 
have sponsors signed in more than 
50 markets before long. 

The 30-minute program, com- 


wt Tus BOTTLE HOME AND bE pounded of film coverage of past 
| events brought up to date by guest 
Tit RICHEST, LONGEST-LASTING Wal experts, is being sold on a spot 


basis. At the outset, sponsor rights 
LRSTER YOU EYER SEEN oN woes... | are being offered to banks, public 
a0 Husa. 


utilities and similar companies. 
Chase National Bank (Hewitt, 
JOHNSON’S PRIDE—This is one of the | 
page ads in S. C. Johnson & Son's mag- | 


Ogilvy, Benson & Mather) will 
carry the show here over WJZ-TV 
azine campaign (AA, Jan. 22) for its | Starting Feb. 23 at 10 p.m., EST. 
new Pride furniture wax. 


| 


e Among other banks lined up as 
sponsors: First National, WBZ-TV, 
Boston; Pennsylvania Co., WFIL- 
TV. Philadelphia; Detroit Bank, 
WXYZ-TV, Detroit; First Nation- 


“It’s taken popcorn out of the sea- 
sonal class and made it an every 
day snack item. 

“We used to advertise Jolly Time 


popcorn only during the winter| al, KSD-TV, St. Louis; Citizens 
months, but advertising is now on| National Bank & Trust Co., 
a year ‘round basis,” he added.| WENR-TV, Chicago; Citizens 


Fidelity Bank & Trust Co., WAVE- 
TV, Louisville; First American Na- 
tional, WSM-TV, Nashville; Re- 
public National, KRLD-TV, Dal- 
las; Marine Trust Co.. WBEN-TV, 
Buffalo; Indiana National, WFBM- 
TV, Indianapolis; First National, 
WFMB-TV, San Diego. 

In every case, time is being pur- 
chased through the local sponsor's 
agency. Representing March of 
Time, Pedlar & Ryan also will 
handle any advertising which the 
producer might use in connection 
with the series, which is the com- 
pany’s first major video venture 
since “Crusade in Europe.” 


Jolly Time advertising currently 
is being carried in more than 3,000 
newspapers, 36 magazines and in 
Nancy Sasser’s “Buy-Lines.” 


@ Kretschmer Corp., Carrollton, 
Mich., maker of Kretschmer wheat 
germ, presented its 1951 advertis- 
ing program to its brokers at a 
special meeting held during the 
convention. 

Timed to break just before the 
convention, the first national ad 
for Kretschmer’s appeared in Life 
on Feb. 12. Ads are scheduled once 
a month in Life and also will ap- 
pear in Good Housekeeping, Par- 
ents’ Magazine, The Saturday Eve- 
ning Post and Nancy Sasser’s 
“Buy-Lines.” 

Newspaper, radio and television 
advertising will be used in the 55 
leading markets where the com- 
pany has broker representation. 
Ad copy couples strong nutritive 
claims with recipes that call for 
using wheat germ in cookies, sal- 
ads, meat loaf, etc. 


Signs for One Hour on TV 

U. S. Shoe Corp., Cincinnati, 
manufacturer of Red Cross shoes, 
will sponsor a special television 
program on March 4, using 62 
stations of the NBC television net- 
work. The show, “America Ap- 
plauds an Evening with Richard 
Rodgers,’ will last one hour, tak- 
ing the time from Philco. Stock- 
ton, West & Burkhardt, Cincin- 
nati, is the agency for U. S. Shoe. 


WLW-T Names George Baker 


George Baker, formerly mana- 
ger of the Cincinnati division of 
Hughes-Peters Inc., distributor of 
Emerson radios and TV sets, has 
been named administrative assis- 
tant in charge of hard goods sales 
for WLW-T, Cincinnati, effective 
March 1. 


@ Many brokers at the meeting re- 
ported wheat germ sales increases 
ranging from 200% to 500% more 
than the preceding year. Charles 
Kretschmer, advertising manager, 
attributed these increases to sev- 
eral factors, including introduction 
of a new label employing recipes 
and pictured suggestions of dif- 
ferent ways to use the product. 

Western Beet Sugar Producers 
Inc. again held its annual meeting 
to coincide with the food brokers 
convention. Special emphasis at 
the meeting was given to that 
phase of the producers’ 1951 cam- 
paign which is built around a con- 
test to name the “Cake of the 
Year.” 


Stone Appointed 


@ The “cake” is Betty Crocker’s 
chocolate angel food made with 
beet sugar and Softasilk flour. 
Contestants may submit as many 
entries as they like, but each must 
be attached to the brand name 
from a beet sugar bag. 

Women’s magazines, farm pub- 
lications, newspapers and radio 
will be used to support the contest. 
In addition, point of sale material 
is available for use by the brokers. 

Junket Brand Foods, Little Falls, 
N. Y., presented preliminary spring 
and summer ad plans to its brokers 
at the convention, and announced | 
that its newspaper advertising bud-} 
get in 1951 would be the largest 
|in the company’s nearly 75 years 
in business. 

Herbert J. Barnes, vice-presi- 
dent of Kaysville Canning Corp., 
Kaysville, Utah, was elected 1951 
president of the National Can-| 
{ners Assn., succeeding Henry P. 
Taylor. Roy C. Ossman of Paul F. 
Kroehle Co., Cleveland, was elect- 
ed national chairman of the Na- 
tional Food Brokers Assn. 


Marvin N. Stone has been appointed 
general manager of Stone-Mann Com- 
pany, Crichton, Alabama, manufactur- 


ers of paper. Mr. Stone is a regular 
reader of The Wall Street Journal. 
Like most men everywhere who are 
getting ahead in business he finds The 
Journal provides necessary background 
for important decisions. 
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Washington Adclub Hears Specialists; 


Audience Measurement Still Unsolved 


Wasuincton, Feb. 20—Confu- 
sion still reigned this evening after 
spokesmen for four major radio 
audience measurement services 
outlined their techniques at the fi- 
nal session of a one-day radio and 
TV seminar sponsored by the Ad- 
vertising Club of Washington. 

More than 200 who attended the 
all-day program heard Ward Dor- 
rell, C. E. Hooper Inc.; Jim Seiler, 
American Research Bureau; Syd 


Roslow, Pulse Inc., and Joe Ward, 


Advertising Research Bureau. 
Earlier, they heard Linnea Nel- 
son, J. Walter Thompson Co., New 


York, protest that radio appears “to | 


be back below the starting line” so 
far as standard rating service is 
concerned. 


s “I doubt if anybody could af-| 
ford to buy all the services that} 


there are in existence—and if they 
did buy them, they would be com- 
pletely confused in any attempt to 
use them,” she commented. 

“A station’s best sales tool is 
proof of its audience,” she pointed 
out. “But how many broadcasters 
are willing to accept their full re- 
sponsibility for developing the 
necessary tools with which to mea- 
sure this audience?” 

Referring to the Broadcast Mea- 
surement Bureau, of which she was 
a board member, the speaker said: 
“Broadcasters themselves could 
not agree on a procedure, so out 
of one of the first meetings came 
the great idea: Let’s change the 
name. 

“If anything really constructive 
has happened since then the trade 
papers have succeeded in keeping 
it a secret,” she said. 


| Speaking for Hooper, Mr. Dor- 
'rell insisted: “The only time to 
count the audience is when it is 
listening.” Mr. Seiler described the 
diary system used by American 
Research Bureau to get an audi- 
lence count by sex and age group. 
|Mr. Roslow contended that Pulse 
provides information by types of 
homes and number of people, es- 
sential in interpreting ratings. 


s Mr. Ward took the position re- 
|tailers must buy more than one 
medium to get complete coverage. 
Insisting that there are people 
whose buying is determined solely 
| by newspapers, and others who are! 
influenced solely by radio, he ar-| 
gued that radio spots, used equally | 
with newspaper space dollarwise, 
on the same promotion, pull equal- 
ly well or better. Dr. Kenneth 
Baker, research director of the 
National Assn. of Broadcasters, 
was moderator at the research 
panel. 

During the luncheon session, the 
adclub presented a scroll to Miss 
Nelson, who is retiring to become 
a full-time housewife after 24 
years with J. Walter Thompson Co. 

Other panels during the day 
covered how to buy radio and TV, 
“The case for independent sta- 
tions,” “The case for network sta- 
tions,” and “Selling via TV, transit 
radio and storecasting.” 

During an evening session, Don 
McClure of McCann-Erickson, dis- 
cussing TV production, called for 
use of imagination in preparing 
commercials. He’ said agencies pro- 
ducing TV spots “should use all 
the techniques known to movies 
or TV.” 


Carolina Papers 
Expect Increased 
Linage This Year 


Bur.incTon, N. C., Feb. 17—Ad- 
vertising linage in newspapers in 
the Carolinas will be up this year 
with heavy business coming from 
new advertisers. 

That’s the expectation of speak- 
ers who attended the winter meet- 
ing here of the Newspaper Adver- 
tising Executives Assn. of the 
Carolinas. 

A feature of the sessions was a 
panel exhibit of prize-winning 
ads carried by member papers. 
The Charlotte News won the 
award for best retail ad; Wilming- 
ton Star and News took honors for 
the best small ad campaign. Other 
winners: Asheville Citizen-Times, 
best promotion piece promoting a 
newspaper; Independent Mail, 
Anderson, S. C., best special edi- 
tion or section; Charlotte Observer, 
best special page; Raleigh News & 


Observer, best institutional ad by | 


an advertiser; Winston-Salem 
Journal-Sentinel, best institutional 
ad by a newspaper; Press-Chron- 
icle, Johnson City, Tenn., best con- 
sistent large ad campaign. Winners 
got pieces of luggage. 

Rudy M. Fonville, advertising 
manager of the Burlington Times- 
News, was elected president of the 
association. Other new officers 
are: E. C. Horne, advertising di- 
rector, Durham Herald-Sun, vice- 
president; Carl W. Pollock, adver- 
tising director, Charleston Post 
and News & Courier, secretary, 
and George R. Hooks, ad manager, 
Raleigh Times, treasurer. 


Nine Manufacturers in 
Colorizer Paint Drive 

A news story in the Feb. 12 
issue of ADVERTISING AGE dis- 
cussing the spring advertising 
campaign of Colorizer Associates 
gave the erroneous impression 
that Kohler-McLister Paint Co., 
Denver, was sponsoring the cam- 
paign alone. 

Kohler-McLister is one of nine 
paint companies in various places 
throughout the country which are 
cooperating in the Colorizer ef- 
fort, under which a full range of 
more than 1,300 colors are avail- 
able. The advertising, directed by 
Arthur G. Rippey & Co., Denver, 
is placed on behalf of Bennett's, 
Salt Lake City; Walter N. Boy- 
sen Co., Oakland; Brooklyn Var- 
nish Mfg. Co., Brooklyn; James 
Bute Co., Houston; Imperial Var- 
nish & Color Co., Toronto; Jewel 
Paint & Varnish Co., Chicago; 
W. H. Sweney & Co., St. Paul; 
Warren Paint & Color Co., Nash- 
ville, as well as Kohler-McLister. 
These nine companies form Color- 
izer Associates. 


EDMUND P. PILLSBURY 

MINNEAPOLIS, Feb. 23—Edmund 
P. Pillsbury, 37, vice-president of 
Pillsbury Mills Inc., died yester- 
jday afternoon at a hospital in 
|Sutherland, Neb., about three 
|hours after a plane he was pilot- 
| ing crashed at Paxton, Neb. 

Mr. Pillsbury, a fourth genera- 


tion member of the famed flour} 
family, was named a vice-presi- | 
dent last December. He was the) 
son of John S. Pillsbury, chairman | 


of the board of Pillsbury Mills. | 


Chartow Named President 
Harold Chartow, formerly treas-| 
urer, has been elected president) 


of the Arthur Rosenberg Co., New | 
York agency. } 


Trendex Network TV Ratings 


| 
} 
| 
| 


Feb. 1-7, 1951 
be ig A A. 55.7 | Lights Out (Admiral, NBC) .............. ; 
Godfrey's Talent Scouts (Lipton, nani re Martin Kane (U. S. Tobacco, NBC) ........ 387 
| ma — -»+ 433 | Man Against Crime (Camel, CBS) ......... 38.2 
Comedy Hour (Colgate, NBC) ......-----. 42.0, Godtrey & Mis Friends (Chesterfield, Ton, 


Pillsbury, CBS) ......-+0++ evbdecceeece 37.8. 


_Kobak, WTWA, Thomson, 


Last Minute News Flashes | 


Bridgeport Fabrics Appoints Chirurg Agency 

New York, Feb. 23—Bridgeport Fabrics Inc., Bridgeport, Conn., has 
appointed James Thomas Chirurg Co. as its agency. Henry A. Loudon 
Advertising formerly carried the account. 


| Acousticon Goes from Sackheim to McCreery | 


New York, Feb. 23—Maxwell Sackheim & Co. has resigned the | 
account of the Acousticon division of Dictograph Sales Corp., which | 
has been taken over by McCreery, Quick & McElroy. No change in the | 
advertising program is planned, AA was told. 


Schrader’s Campaign Increased Despite Shortages 


New York, Feb. 23—Because of materials shortages, A. Schrader’s 
Son, division of Scovill Mfg. Co., will not carry out automotive adver- 
tising planned in farm papers, and may curtail other advertising, but 
its over-all program for 1951, AA was told, will still be larger than in 
1950. G. M. Basford Co. is the agency. 


Seapak Preparing Campaign; Other Late News 

e Gordon Baird Associates, New York, has been appointed agency 
for Seapak Corp., St. Simons Island, Ga., processor of quick frozen 
sea foods. Plans are being prepared for newspaper, radio and television 
advertising. G. R. Kinney Co., New York shoe manufacturer, also has 
appointed Baird to handle its television advertising for Educator shoes. 
This is the first use of this medium by Kinney. 


e@ Jack Benny’s next CBS-TV appearance for American Tobacco Co. 
will be March 18, 7:30-8. Edgar Bergen and Charlie McCarthy will 
do their second stint, on the same network, for Coca-Cola, April 27, 
9:30-10. Tintair has taken the 8:15-8:30 slot on the Jack Carter 
television show, recently vacated by Campbell Soup (AA, Feb. 19). 


e@ Emerson Radio & Phonograph Co., New York, out of TV temporarily 
as a result of losing its time spot, will step up magazine and news- 
paper (rotogravure and b&w) advertising. Emerson’s “The Clock,” 
televised every other Friday night over NBC through Foote, Cone & 
Belding, will go off the air at the end of the current cycle when Amer- 
ican Cigar & Cigaret Co., whose “Big Story” alternates with “The 
Clock,” exercises its prior option and takes a weekly schedule. TV and 
radio will not be absent long from the Emerson ad picture; plans for 
both are now being formulated, with this year’s total advertising bud- 
get for the manufacturer expected to exceed that of last year by a 
sizable amount. 


e@ Robert W. Richardson, formerly with Liberty in Detroit, Cleveland 
and Chicago, and recently in advertising and radio work in New Or- 
leans, has been appointed advertising director of American Family 
Magazine, Chicago. He will be in charge of advertising sales in all ter- 
ritories, with headquarters in Chicago. 


@ A.C. Nielsen Co. filed its denial in federal court in Philadelphia to- 
day to the monopoly suit brought by Sindlinger & Co., Philadelphia ra- 
dio research company, against Nielsen and C. E. Hooper Inc. on March 
30, 1950 (AA, April 3, 50). A ten-month court jurisdiction dispute 
ended Feb. 13 when a Chicago federal judge ruled that Nielsen does 
business in eastern Pennsylvania. Hooper agreed early with the juris- 
diction claim of Sindlinger. 


e@ Spokane, Wash., has been added to the list of cities operating 
monthly grocery inventories. The Spokane Spokesman-Review and 
Chronicle plan to release the first report—for January—some time 
during the week ending March 3. 


NAB Elects 12 
Directors; One 


‘Milwaukee Journal’ 
Leads U. S. Dailies 
Vote Ends in Tie in Color Ad Linage 


WaAsHINGTON, Feb. 20—With 72% Cuicaco, Feb. 23—The Milwau- 
of the membership voting—one of kee Journal last year again led 
the heaviest votes in its history— the list of U. S. dailies in total 
the National Assn. of Broadcasters r.o.p. color advertising carried. 
filled 12 vacancies on its 26-man The Journal carried 682,120 
board today. One contest, involv- lines of color copy in its evening 
ing John Esau, KTUL, Tulsa, the editions and 400,420 lines in the 
incumbent, and Hugh B. Terry,| Sunday edition, for a total of 1,- 
KLZ, Denver, for director-at-large | 082,540 lines in the entire year. 
for medium-size stations, ended in| In second place was the New 
a tie, and will be run off. Orleans Times-Picayune and 

Those elected, who will take of- States. According to the Media 
fice at the NAB convention in Chi- Records report on r. 0. p. color, the 
cago in April, were: morning Times-Picayune . carried 
694,353 lines of color advertising 
es District 1: Craig Lawrence,| and the Sunday Times-Picayune - 
WCOP, Boston; District 3: Leo- | States, 150,080 lines, or a total of 
nard Kapner, WCAE, Pittsburgh; | 844,433 lines. 

District 5: Thad Holt, WAPI, Bir- 


mingham; District 7: Robert T.|@ The Chicago Tribune, with a 


Mason, WMRN, Marion, O; Dis-/|total of 816,540 lines of r.o.p. 
trict 9: Merrill Lindsay, WSOY,| color (679,520 lines in the morning | 
Decatur, Ill; District 11: H. W.)| and 137,020 lines in the Sunday | 
Linder, KWLM, Willmar, Minn.;| edition) took third place on the! 
District 13: Kenyon Brown, list. 
KWFT, Wichita Falls; District 15:| Other papers in the first ten in- 
Glenn Shaw, KLX, Oakland; Dis-| clude, in descending order, the 
trict 17: H. Quentin Cox, KGW,)| Dallas News, 766,863 lines; Bir- 
Portland. mingham News, 701,142 lines; 

Three directors at large reelect- | Dallas Times Herald, 683,712 lines; 
ed were: John Dewitt Jr. WSM, Oakland Tribune, 657,344 lines; 
Nashville, for large stations; Edgar | Tulsa World, 609,346 lines; Los 
Ga.,| Angeles Examiner, 598,211 lines, 
small stations; and Ben Strouse, and New Orleans Item, 558,352 
WWDC, Washington, FM. lines. 


. Joins Cunningham & Walsh | Jenkins Appoints Flakne 


Charles B. Straus Jr. formerly Robert C. Flakne has been ap- 
with Federal Advertising Agency, pointed an account executive of 
has joined Cunningham & Walsh, Ray C. Jenkins Advertising Agen- 
New York, as a service executive. cy, Minneapolis. 


NAB-TV Seeks 
$150,000 in Dues 
from Telecasters 


WasuIncTon, Feb. 21—Directors 
of the new “autonomous” TV arm 
of the National Assn. of Broadcast- 
ers asked the nation’s 107 tele- 
casters for $150,000 this week, and 


promised that all TV matters 
would be handled exclusively by 
TV people. 


Summarizing the steps that have 
been taken during the past two 
months to weld telecasters into a 
single strong organization, direc- 
tors said the NAB reorganization 
now under way gives a 14-man TV 
board complete authority in fixing 
TV policies, dues and expenditures. 

TV directors said NAB’s joint 
radio and TV board, under Judge 
Justin Miller, will be limited to 
general matters “which do not ad- 
versely affect either radio or TV.” 


e Ata meeting in New York Mon- 
day, TV directors pegged dues in 
NAB-TV at “an amount equal to 
each station's highest five-minute 
rate per month.” News of this de- 
cision was wired to all stations. 
Stations were asked to signify their 
support by remitting dues checks 
immediately. 

TV directors also appointed 
five-man committee to pick a d 
rector for NAB-TV. The job is e 
pected to pay $25,000 a year. 

The steps to get NAB-TV in 
operation were taken even as N 
members were being polled 
the comprehensive reorganizati 
voted by the directcrs last mon 
The mail poll is to be complet 
March 5. 

If results are as favorable 
anticipated, the reorganization w 
become official April 1. 


@ Under the reorganization pl 
the new National Assn. of Rad 
and Television Broadcasters wo: 


matters. A new president-gener 
manager is to be hired, and Jud 
Justin Miller, former NAB pres 
dent, is to serve as chairman 
the joint board. 

The association has earmark 
$75,000 for the salaries of Jud 
Miller and the new president-gen- 
eral manager from NAB's general 
budget. The $25,000 TV job would 
be supported from the $150,000 TV 
budget. Selection of the TV direc- 
tor will be held up until after the 
top NAB post is filled. 


es Among the immediate problems 
mentioned by the TV directors this 
week were: 

1. The need to consult with the 
Bureau of Internal Revenue on 
the “growth industry” clause of 
the excess profits tax law, vital to 
telecasters. 

2. The forthcoming fight against 
a 25% excise tax on TV sets. 

3. Continued negotiations with 
ASCAP on a per program licensing 
arrangement. 

4. Additional work on standard- 
ized rate cards and contracts. 

The committee picked to select a 
head for NAB-TV is led by George 
Storer, Fort Industries stations. 
Other members are: Campbell 
Arnous, WTAR-TV, Norfolk; Paul 
Praibourn, Paramount; Claire Mc- 
Cullough, Stainman stations, and 
Harry Bannister, WWJ-TV, De- 
troit. 


EDWARD SCHIML 

Cincinnati, Feb. 20—Edward 
Schiml, 66, a member of the ad- 
vertising department of the Cin- 
cinnati Post, died here yesterday. 

Before joining the Post 28 years 
ago he had been associated with 
the Youngstown Telegram. 
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“Indicates first listing in this column 


*Feb. 26-March 1. Canadian Assn. of 
Broadcasters, annual meeting, Chateau 
Frontenac Hotel, Quebec City 

Feb. 27. New England Newspaper Ad- 
vertising Executives Assn., Parker House, 
Boston 

Feb. 28. Associated Business Publica 
tions, clinic meeting, Drake Hotel, Chi- 
cago 

March 3-8. Advertising Specialty Na- 
tional Assn., spring meeting, Palmer 
House, Chicago 

March 6-7. Chamber of Commerce of 


the United States, 7th national marketing 
conference, Fairmont Hotel, San Francis- 
co 

March 
Assn marketing 
Astoria, New York | 

March 22-23. Society of Business Mag- 
azine Editors, Hotel Statler, Washington, 
D.C 

March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va 

March 31. Advertising Federation of | 
America, Eastern AFA Intercity Women's 
Club Conference, Washington, D. C | 

April 2-5. Premium Advertising Assn. | 
of America, Chicago Premium Centennial | 
Exposition, Hotel Stevens, Chicago 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium | 
on store display advertising, Waldorf-As- 
toria, New York 

*April 11. Brand Names 
Commodore, New Yor 


12-13. American Management 


conference, Waldorf- 


Day, Hotel 


April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla. 

April 14-18 Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April i7-20 American Management 
Assn., packaging conference, Atlantic 
City, N. J 

April 19-21. American Assn. of Ad- 
vertising Agencies, 33rd annual conven- 
tion, The Greenbrier, White Sulphur 
Springs, W. Va. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria. New York 


April 28-29. Mail Advertising Service | 


Assn., seven-state conference, Cleveland 
April 29-lMay 2. Nutional Newspaper | 
Promotion Assn annual convention, | 


Wardman Park Hotel, Washington, D. C 


GET INTO THE 


FIRS T DIVISION 


by investing your dollars 

in the Davenport Newspapers 

to capture the rich Quad-City 

market (Davenport, lowa, 

Rock Island, Moline and East 

| Moline, Hlinois). 1950 Sales 

Management Survey of Buying 

| Power figures reveal total ef- 

fective buying income of $418, 

| §78,000, with Davenport having 

an average effective buying in- 
come per family of $6,213! 


_ PUNCTUATE YOUR SALES 
IN THIS 


RICH QUAD -CITY MARKET 


BY USING THE 
_ DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home-Delivered Circulation on 
both the lowa and Illinois 

sides of the important 
Quad-City market. 


DEMOCRAT & LEADER 


| Assn., 


May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va. 

May 17-18. Public Utilities Advertising 
Assn... annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Datly Press Assn., 


spring meeting, Congress Hotel, Chicago. 

May 3i-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York 

June 1-3. National Business Publica- 
tions, spring meeting, The Homestead, Hot 
Springs, Va 

June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St_ Louis. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 


| convention, Mount Royal Hotel, Montreal, 


Can. 
~ me 25-27. Newspaper Advertising Ex- 

ecutives Assn., summer meeting, Cosmo- 

politan Hotel, Denver. 

July 7-13. International 
Conference, London, England. Registra- 
tion through Elon G,. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18. 

*Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago. 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York. 

*Sept. 28-29. Continental 
Agency Network, 
Philadelphia. 

Oct. 13-16. Mail 
Assn., 3th annual 
Schroeder, Miiwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16. 
67th annual 
Chicago. 

Oct. 
Assn., 

*Oct. 


Advertising | 


Advertising Service | 
convention, Hotel 


meeting, Congress Hotel, 


15-16. Agricultural 
annual meeting, Chicago 

17-19. Direct Mail 
34th annual conference, Schroeder 
Hotel, Milwaukee 


Oct. 24-27. Printing Industry of Amer- | 
ica, annual convention, Hotel Statler, 
Boston 

Nov. 12-15. Financial Public Relations | 
Assn., annual convention, Hollywood 


Beach Hotel, Hollywood, Fla 

December (date not yet set). 
Marketing Assn., winter conference, 
tel Kenmore, Boston 


Ho- 


Begin Air Force Drive 
On 35 Outdoor Plants 

The Airways and Air Commu- 
nications Service of the Air Force 
is using 35 four-color, 24-sheet 


posters near large air bases in) 


key markets to stimulate interest 
in the AACS reserve. 

Firms donating space are Gen- 
eral Outdoor in Washington and 
Oklahoma City, Packer Corp. in 
San Antonio and Austin, and Pa- 
cific Outdoor in Los Angeles. Ku- 
bin-Nicholson Corp., Milwaukee, 
provided the artwork and poster 
printing for the campaign, which 
was planned by Lt. Douglas Mc- 
Weeny Jr., Public Information Of- 
fice, AACS headquarters, Okla- 
homa City. Lt. McWeeny former- 
ly was with J. Walter Thompson 
Co. in Chicago. 


Cummins Appoints Graham 


Donald S. Graham, formerly 
assistant director of public rela- 


tions of National Automatic — 


chandising Assn., Chicago, 
joined the sales development ,~ 
partment of Cummins Engine Co., 
Columbus, Ind., in the newly 
created position of publications 
editor. 


O’Keetfe’s Names Venables 


K. F. Venables has been ap- 
pointed sales assistant at O’Keefe’s 
Brewing Co., Toronto. He had 
been in the production depart- 
ment of Canadian Breweries Ltd., 
the parent company, and prior 
to that assistant sales manager of 
O’Keefe’s Inc., Buffalo, N. Y. 


Dearborn Chemical Names 2 


E. S. Carlson has been named 
assistant advertising manager of 
Dearborn Chemical Co., Chicago. 
Harold Meissner, formerly with 
Aubrey, Moore & Wallace, has 
joined the advertising staff. 


Advertising | 


23-28. Advertising Specialty Na-_ 


19th annual meeting, | Co., 


Inland Daily Press Assn., | 


Publishers 


| 
Advertising 


REPORTS TO LOS ANGELES—Henry Abt 


(center), president of the Brand Names 
Foundation, chats with Don Thomas (left), 
managing director of the All-Year Club 
of Southern California, and Russell Z. 
Eller, ad manager of the California Fruit 
Growers Exchange, ot the recent Brand 
Nomes luncheon in Los Angeles. 


Magnesium, Plastic 
Plates Described 


to Printers’ Group 


New York, Feb. 20—Two new 
kinds of photoengraved printing 
plates—magnesium and _ plastic— 
were discussed last week at 
panel session of the Printing House 
Craftsmen of New York. 


The use of magnesium plates 


was discussed by a panel consist- | 


ing of Keith L. Johns of Book- 
walter Co., Indianapolis printer 
which has used the plates exten- 
sively; William I. Frisch of Wright 
Boston photoengraver; and 
two technicians from Dow Chem- 
| ical Co., Dr. George H. Found and 
H. E. Swayze. Dow makes the 
light-weight metal alloy, con- 
sisting of 90% magnesium, mar- 


keted under the trade name of | 


Zomag, which is used in making 
the magnesium photoengravings. 


e John Boyajean, John Hancock 


}and Cornelius O’Brien of Fair- 


American | 


mad Woodhouse, 


child Camera & Instrument Corp., 
manufacturer of the photo-elec- 


| tric machine called Scan-a-graver, 


which scans and engraves the plas- 
tic plates, discussed this machine 
and pointed out its potential in 


;the commercial printing and job 


shop fields. 

The first two models, of 65- and 
85-screen, designed for newspaper 
work and introduced in 1948, are 
now being used in 450 shops. A 
1950 model of 120-screen, exhibi- 
ted at the meeting, makes it pos- 
sible to produce plastic plates for 
quality commercial work, the 
speakers said. 

Craftsmen were told that both 
the magnesium and the plastic 
plates make possible speedy and 
economical production and possess 
extremely long-wearing qualities 
for long press runs. 


Advertising Age, February 26, 1951 


Earnings of Advertisers 


SHARE 
SALES ae. EARNINGS 

COMPANY 1950 1949 950 1950 1949 
American Airlines Inc. $118,685,000 $103, ners bar 4 $7. he — $140 $089 
American Woolen Co. 150,124,089 132,129,95) —— 439 118 
Arvin Industries Inc. 53,684,1 37,128, a9 3: rs te 3,093,840 4.04 3.47 
Bigelow-Santord 

Carpet Co. 97,672,074 67,411,228 5.°4.277 2,704,878 916 4.10 
Capital Airlines 29,816,460 26,905,836 1,065,841 834,178 2.02 174 
Continental Motors 96,404 468 73,192,294 3,611,245 1,801,205 1.09 0.55 
Eagle-Picher Co. 69,123,902 63,349,822 2,747,147 3.25 3.09 
Ely & Walker Dry 

Goods Co. 116.976.335 105,168,637 6,351,495 3,729,291 7.10 4.10 

| General Baking Co. 106,775,985 105,953,757 3,172,314 3,067,974 159 152 
| General Paint Corp. 12,044,037 10,157,728 728,937 430,179 2.87 14 
General Tire & 

Rubber Co. 125,375,737 92,579,553 8,557,616 1,014,883 13.88 0.94 
Goodyear Tire & 

Rubber Co. $45,138,051  633,505.978 35,109,355 20,230,520 15.62 8.40 
Gotham Hosiery Co. 12,935,354 12,218,720 791,102 524, 197 131 
Hunt Foods Inc. 39,541,235 42.837.467 4,822,742 1,757,719" 9.45 

| Jewel Tea Co. 189,173,022 169,170,349 4,313,089 4,171,929 7.16 6.93 
Libbey-Owens-Ford Co. ry 056,311 134,234,002 24,752,425 20,985,002 4.82 4.10 
Mohawk Carpet Mills 80,103,464 56,854,386+ 4,455,160 3,157,.050t 8.39 5.941 
Monsanto Chemical Co. 227,135,206 165,924,700 26,220,333 17,236,422 5.37 3.74 
National Distillers 

} Products Corp. 398,677,342 362,408,095 27,242,843 24,191,644 3.45 3.03 
Owens-Illinois Glass 

Co. 282,942,898 223,826,827 24,319,000 16,437,816 7.96 5.38 

| Republic Pictures Co. 30,310,748 28,086,597 760,574 486,579 0.20 0.05 
United States Rubber 

Co. 695,755,923 517,439,676 Fw 657,647 15,100,072 11.04 5.62 
*Loss after giving effect to $1,042,104 carry-back tax cre 

jt {Excluded subsidiaries. 

Ss -priority —_ 

Advertisers’ Local ee ee 


| 


Men to Get BofA’s 
Slide Presentation 


New York, Feb. 23—A color 
slide presentation, titled “How 
| You Can Cash In on the Greatest 
Show on Earth,” was put in the 
hands of member newspapers this 
week by the Bureau of Advertis- | 
ing, ANPA. The presentation is 
aimed at district managers and 
salesmen of manufacturers using 
(or about to use) newspaper cam- 
paigns. 

The slides present a panoramic 
view of a newspaper’s varied lo- 
cal appeals, and tell the salesmen | 
to use every sales tool avai'’able| 
to persuade dealers to stock and | 
display advertised products. 

Salesmen are advised to show 
campaigns to dealers, displaying 
proofs, frequency schedules and} 
the like. 

“Tell them how the campaign 
is reaching practically every cus- 
tomer they have—with the kind 
of hard-hitting selling impact only 
local newspaper advertising can} 
deliver,” the presentation urges. 


s Provision is made throughout 
the presentation for localization, 
including details of a campaign, 
cooperative funds, and merchan- 
dising aids available from the 
manufacturer. Instructions suggest 
numerous places in the show 
where the newspaper may insert 
both its own slides and text, with 


information about its readers, its 
features and its market. 
The presentation, first major 


tool for putting to work newspa- 


Midwestern State Fair Group Standardizes 
Rates, Offers Exhibitors ‘Package’ Plan 


Cuicaco, Feb. 22—Advertisers 
and trade associations now are able 
to purchase exhibit space in a 
group of state fairs through one 
central clearing house, as a result 
of a new plan devised by May & 
Chicago publishers’ 
representative. 

The Middle-West Fair Circuit, 
representing 13 state fairs from 
Minnesota to Texas, has appointed 
May & Woodhouse as its exclusive 
representative and approved a plan 
whereby exhibitors may buy space 
in one or all of the fairs—or any 
combination of them—at standard- 
ized rates based on paid attend- 
ance. Total attendance at the 13 
fairs exceeds 7,000,000. 

While possibly half of the major 
national manufacturers now parti- 
cipate in one or more state fairs, 
either directly or through dealers, 
distributors or jobbers, planning 
fair exhibits has been difficult be- 
cause of the lack of uniformity in 
space and rates and, in some in- 
stances, difficulty in quickly plac- 


ing orders. 

Carole May and Ira Woodhouse, 
principals in the representative or- | 
ganization, have opened an exhibit | 
space sales department at 82 W.| 
Washington St., Chicago, to service | 
requests. The central office will 
maintain master files on space 
availabilities, floor plans and area. 
market information. 


s The fairs, running from August 
to October, in the order of opening 
dates, are: Ozark Empire District 
Fair, Springfield, Mo.; Wisconsin 
State Fair, Milwaukee; Missouri 
State Fair, Sedalia, Mo.; Iowa State 
Fair, Des Moines; Minnesota State | 
Fair, St. Paul; Nebraska State Fair, | 
Lincoln; Kansas Free Fair, Topeka; 
Kansas State Fair, Hutchinson, 
Kan.; Arkansas-Oklahoma Live- 
stock Exposition, Ft. Smith, Ark.; 
Oklahoma State Fair & Exposition, 
Oklahoma City; Oklahoma Free 
State Fair, Muskogee, Okla.; State 
Fair of Texas, Dallas, and the State 
Fair of Louisiana, Shreveport. 


“more profits” plan for local level 
promotion of national newspaper 
advertising—is the result of the 
combined efforts of the BofA, the 
Newspaper Advertising Executives 
Assn. and American Assn. of 
Newspaper Representatives. 


Fehrenbach Named Publisher 


A. J. Fehrenbach, with the Farm 
Journal, Philadelphia, for the past 
five years, has resigned to become 
publisher of the Family Times, 
Washington. He also will serve 
as assistant publisher of the Army 
Times and Air Force Times, pub- 
lished by the same company. 


WHAS Issues New Rate Card 

WHAS, Louisville, has issued 
}a new rate card, No. 10, effective 
March 15. The new card makes 
one change in moving the 7-8 a.m. 
period from Class C to Class B 
time. No change was made in the 
announcement rate or in the rest 
of the rate structure. 


N. Y. Publisher Moves 

Breskin Publications, trade pub- 
lication publisher, has moved to 
larger quarters at 575 Madison 
Ave., New York. Expanded pub- 
lishing activities, including the ad- 
dition of Plastics Merchandising, 
a new publication, prompted the 
change. 
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CONGRATULATIONS—Gail Murphy (left), professor of marketing at the American 

} Institute of Foreign Trade, congratulates Charles E. Hoover, advertising director of 

the Phoenix Republic and Gazette, on receiving a certificate from the institute as 

honorary lecturer. Among others who have lectured on their special fields is Hobart 
Franks, national ad monager of the Republic and Gazette. 


ABP Midwest Clinic 
Schedules Speakers 
for Feb. 28 Session 


Cuicaco, Feb. 21—Midwest 
clinics sponsored by Associated 
Business Publications for member 
publishers and their key personnel 
will be held here Feb. 28 at the 
Drake Hotel. Separate panels will 
be held for editors, salesmen, cir- 
culation, promotion and sales 
managers at the morning sessions. 

Curtis McGraw, president of 
McGraw-Hill Publishing Co., prin- 
cipal speaker at the luncheon ses- 
sion, will forecast “What's Ahead 
for Business Papers.” 

At the general session in the 
afternoon, speakers will include 
Frank Thayer, professor of jour- 
nalism, University of Wisconsin, 
who will discuss business papers 
on the college campus; Borden 
Putnam, partner of J. K. Lasser 
Co., who will speak on the finan- 
cial outlook for business papers 
during the current year, and P. 
C. Lauinger, president of Oil & Gas 
Journal, whose subject will be 
“Business Papers’ Public Enemy 
No. 1.” William K. Beard Jr., presi- 
dent of ABP will close the ses- 
sion with a review of the organi- 
zation’s activities and progress. 


s E. C. Gavin, editor of American 
Builder and vice-president of Na- 
tional Conference of Business Pa- 
per Editors, an affiliate of ABP, 
will preside at the joint clinic on 
editorial and circulation problems 
in cooperation with John H. Rear- 
don, circulation consultant. 

The panel for sales and promo- 
tion managers and salesmen will 
be headed by Charles Hoefer Jr., 
sales manager of American Lum- 
berman & Building Products Mer- 
chandiser. Participants will in- 
clude William S. Gaskill, research 
director of American Builder; Gor- 


Coal Age; George F. Taubeneck, 
editor and publisher, Air Condi- 


don Mack, advertising assistant of | 


tioning & Refrigeration News, and 
Robert Marshall, business man- 
ager, Architectural Record. 


@ Under sponsorship of the Chi- 
cago Dotted Line Club, an ABP 
affiliate, the sales panel will hear 
discussions by George C. Cutler, 
Keeney Publishing Co.; James G. 
Lyne, president of Simmons- 
Boardman Publishing Corp. and 
chairman of ABP; Anson Meanor, 
McGraw-Hill Publishing Co., Phil- 
ip D. Allen, Hotel Monthly, and 
William K. Beard Jr., ABP presi- 
dent. 


Co-chairmen of the Chicago 


Co-op Ads Must Mention All Retailers 


New York, Feb. 20—Some co-op 
advertisers are violating provi- 
sions of the Robinson-Patman Act 
by mentioning some, but not all, 
retailers’ names in a specified trad- 
ing area, in their ads. 

This was brought out in the 
course of a talk given to the Amer- 
ican Marketing Assn. by Albert G. 
Seidman, attorney for the Feder- 
al Trade Commission. Fashion 
magazine advertisers in particu- 


lar, he noted, are guilty in that 


clinics are Herbert Vance, pub-— 


lisher of American Lumberman & 
Building Products Merchandiser, 
and G. D. Crain Jr., publisher of 
ADVERTISING AGE, Hospital Man- 
agement and Industrial Market- 
ing. 


‘1951 Nelda Master’ Out 

Nelda Publications Inc., 855 Ave. 
of the Americas, New York, has 
published the “1951 Nelda Master 
Looseleaf Edition,” which gives 
verified freeze-day prices of more 
than 4,200 electrical appliances, 
television sets, and related mer- 
chandise, plus pictures and specifi- 
cations of every model shown. It 
is available only on a yearly sub- 
scription basis and costs $75 a 
year. Subscribers receive the 
“Nelda Master”; monthly supple- 
ments showing pictures and spec- 


ifications of new models; weekly | 


price bulletins, 
leases. 


Frost Buys DuMont TV Show | 


“Ladies Before Gentlemen,” a 
new 30-minute telecast designed 


to air men’s problems, has been 


launched over WABD, New York. 
Frost Stores through Getschal & 
Richard, New York, sponsors the 
program. 


Bunting Joins Gardner 

Theron (Pete) Bunting has 
joined the art department of Fred 
Gardner Co., New York. 


The Oldest National 


serving the better Home Furnishings 
stores of America. A 
billion market for furniture, floor cov- 
erings, electric appliances, lamps, etc 


ive $3% 


- 


Write for copy of 29th Annual 
Market Dota Report. 


Gi) FURNITURE AGE 


_ PUBLISHED MONTHLY BY THE H O RENO COMPANY | 2 
4753 N. BROADWAY CHICAGO 40, 


ILLINOIS | 


and special re- 


they mention names of some stores 
selling their line, to the exclusion 
of others. 


@ The FTC is unable to keep tab 
on all these violations, Mr. Seid- 
man said, because it has 50 attor- 
neys to enforce all the provisions 
of the entire Robinson-Patman Act. 


| It will institute proceedings, how- 


ever, when a violation is brought 
to its attention. 
Mr. Seidman spoke on the “FTC 


‘in Trading Area, FTC Attorney Says 


and Marketing Practices,” out- 
lining the FTC setup and factors 
which prompted passage of the 
Robinson-Patman Act. 


Joins Community Chests 

Donald M. Stewart, public re- 
lations director of the Community 
Chest and Council of Greater 
Bridgeport and Stratford, Conn., 
has resigned to join the public re- 
lations department of the Com- 
munity Chests and Councils of 
America, New York. 


Beard Appoints Nolan Agency 

J.J. Beard Furniture Co., Paw- 
tucket, R. I., has appointed Charles 
H. Nolan Agency, Pawtucket, to 
handle its account. Newspapers 
will be used at first. 


To National Time Sales 

National Time Sales, New York, 
has been appointed advertising 
representative for Station WDEM, 
Providence, R. I. 


‘To Koehl, Landis & Landan 


Old Town Ribbon & Carbon 
Co., Brooklyn, manufacturer of 
typewriter ribbons, carbon papers, 
Old Town duplicators and other 
duplicating supplies, has placed 
its advertising with the New York 
office of Koehl, Landis & Landan, 
effective March 1. Magazines, 
trade publications and direct mail 
will be used. 


NORTHWEST publication covers 
Minnesota, Wisconsin, North and 


South Deokote. 
1OWA pubdlicetion covers lowe. 
1013 Fourth Ave. Se., Minneepelis 4, Minn. 
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EFFECTIVE SELLING 


Effective selling in the important and 
growing hospital field depends largely upon 
how well and how often you reach all buy- 
ing influences—administrators plus the de- 
partment heads who initiate the purchases 
of hundreds of products used daily in the 
8,000 hospitals which make up this rapidly 
expanding market. 


HOSPITAL MANAGEMENT gives 
you the effective coverage you must have to 
do an effective selling job. Its reader audi- 
ence includes hospital administrators and 
department heads because HOSPITAL 
MANAGEMENT is editorially depart- 
mentalized to include every department of 
the hospital. It reaches every level of buy- 
ing influence—administrators and depart- 
ment heads alike. 


It is the regular practice of hospital 
administrators, like W. A. Heath of Tacoma 
General Hospital, to route HOSPITAL 
MANAGEMENT to their administrative 
families as the best means for keeping them 
fully informed. This assures you of re- 
ceiving maximum readership by the right 
people in the right places. 


When you buy HOSPITAL MANAGE- 
MENT, you get the highest A.B.C. paid 
hospital circulation, the greatest unit hos- 
pital coverage and the deepest departmental 

netration at the lowest advertising rates 
in the field. 
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Gepartment of the bospite] reads it and benefite from the 
reports on seetinys and conventions ant from other veluslie 
material it contains. 


One copy of Hospital Yanapemert oer te our School of Nursing, 
and the instructors report thet it if most welusble te thee in 
keeping informed on what is happening in the hoepite] field. 
tudents, too, find it velueble in their study of pharmecclery 
ant professions) af justments. 


Tae Dietary, Laundry, and ousekeeping Departments have shown 
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WRITE TODAY for your copy of our Readership 
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The Largest Guaranteed Magazine Circulation 


Inaugurating the Most Powerful Selling Force in Food, 
Fashion, Furnishings, Home Appliances, Health and Beauty 


15,400,000 


1. The largest available national magazine audience — guaran- 


Beginning in May, McCall’s and Better Living 
will offer national advertisers the largest guar- 
anteed magazine circulation—5,400,000—all 
women—and all these women homemakers. 


Alone, McCall’s already delivers the sales mes- 
sages of its advertisers into more than 4,000,000 
homes. Alone, Better Living guarantees an 
average net paid circulation of 1,500,000 for the 
period May through December, 1951. 


Together, these two service magazines— 


McCall’s, bought at newsstands, by subscription 


as well as in department stores, and Better 
Living at the check-out counters of approxi- 
mately 4,000 independent super-markets—pre- 
sent advertisers with the greatest value in the 
magazine field today. No other publisher can 
offer the unique advantages of such a com- 
bination as this. 


Advertisers will receive a special combination 
rate—a 2 per cent discount based on equivalent 
space in both publications. Each magazine may 
also be bought separately at regular rates. 


teed through the combination of McCall's and Better Living 


all women 


2. An audience confined to one single sex — the sex that ae- 


counts for the major share of all national retail purchases 


homemakers 


3. Selecting the homemakers of the country — through edito- 


rial policies placing major emphasis on service information 


PRODUCT-MOVING ADVANTAGES OF THIS COMBINATION 


Advertisers using McCall's and Better Living 
in combination receive the promotion and 


merchandising activities of both magazines. 


McCall's regularly provides its advertisers 
with complete promotion at the local level 
—including an extensively utilized retail 
mat service for newspaper tie-in. It also 
features during the year large-scale in-store 
promotions in food, fashion, furnishings, 
home appliances, health and beauty. 


Better Living will add to this a national serv- 
ice providing potent in-store merchandis- 
ing influence right at the point of sale. This 
will take place through the thousands of 
member stores of the Super Market Institute, 
doing an annual volume of 83,000,000.000. 


Together, these services provide a com- 
pletely rounded merchandising program 
augmenting and intensifying the influence of 
national advertising at the local retail level. 


ket 


MeCall's(feler Liriy | 


An Unbeatable Combination for Selling MOST American Women! 
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